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above « Mr. R. W. Bramberg, prominent Chicago builder and realtor, 
has built more than 700 homes in the Chicago metropolitan area— 
no two of them alike. He always specifies Square D Multi-breakers. 


at right « Mr. Bramberg discusses building details with a client. Be- 
hind them is a framed photograph of the Bramberg-built home which 
won first honors for architectural design in a recent national contest. 


below « Three Bramberg houses in the beautiful North Oak Park sec- 
tion. They reflect the charm and distinctive design which Mr. Bramberg 
builds into every one of his homes. The use of Multi-breakers evidences 
the importance which he assigns to quality equipment and features. 


UILDERS and realtors can be more than a source of 
worthwhile Multi-breaker business—they can become 
very good Multi-breaker salesmen. 

Mr. Bramberg is a fine example. Once he became sold 
on Square D Multi-breakers, he specified them for all his 
houses. He still does—but that isn’t all. The countless 
people who inspect Bramberg-built homes see Multi- 
breaker installations—learn how easily they can elimi- 
nate fuses from the homes they plan to build or buy. Mr. 
Bramberg tells all about Multi-breakers at 
every opportunity because he has found that 
they have visible value that helps sell homes. 

Why not talk Multi-breakers to the pro- 
gressive builders and realtors in your locality? 


at right « the Square D Multi-breaker is neat and compact; con 
be installed in any convenient wall. When a short circuit or dan- 
gerous overload occurs, the circuit is cut off automatically. A simple 
movement of the shock-proof lever restores current after the cause 
of the overload has been removed. No delays. Nothing to replace. 





CALL IN A SQUARE D MAN 


SQUARE J) COMPANY 


DETROIT- MILWAUKEE-LOS ANGELES 


IN CRNAOR: SQUARE OD COMPANY CANADOR LIMITED, TORONTO, ONTARIO 
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AUGUST 


Christmas Trade The 1941 holiday season 


undoubtedly will produce the largest volume of retail 
trade that most of us have ever experienced. 

Manufacturers of tree sets, decorative lighting, trains, 
electrical appliances have looked ahead to just such 
sales boom; they have built up large stocks and are 
ready for the rush. 

Thus, the wholesaler and salesman who wants to 
get a proportionate share of the boom sales volume 
MUST GET BUSY NOW. 

The campaign to book stock orders from retailers 
must get under way at once. Window and store dis- 
plays should be lined up for early use because the buying 
public is learning to shop early in order to get what 
it wants. This means that the cream of the dealer busi- 
ness will be done between now and Thanksgiving. 


© 
Watch The Co-ops \We are of course in com- 


plete sympathy with any plan of cooperative activities 
that provides for constructive objectives. However, 
when cooperative effort becomes destructive and 
attempts to support itself by tearing down or destroying 
already existing and essential business enterprises, then 
it loses automatically all justification for its existence. 
This means that we were in hearty accord with the 
philosophy underlying the creation of the Rural Elec- 
trification Administration. No reasonable person could 
condemn a plan that made it possible for those living 
in rural areas to obtain, through cooperative organiza- 
tions, electric service that no existing agency was willing 
to provide. 
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However, if after that primary and constructive objec 
tive has been reached, those same cooperatives are 
allowed to enter into competition with established retail 
merchants, then the picture changes. 

Already, many REA co-ops are trading in appliances 
and electrical farm equipment. We hear of plans to 
create “Super” co-ops for the purpose of gaining more 
buying power and influence, and—such moves toward 
widening the scope of co-op activities experience no 
check from REA headquarters. 

In the final analysis, through these operations that 
were never intended to be within their scope, those 
co-ops effectively skim the cream off the local retail 
trade in certain important lines. Yet, undoubtedly their 
members will want to go to the local merchants for 
emergency supplies, when repair parts or adjustments 
are needed and of course also when they are short 
of money and need credit. 

We believe that the right kind of salesmanship can 
check this trend at both ends. Electrical wholesalers and 
dealers should be able to demonstrate and sell those 
co-op enthusiasts the truth—that in the long run they 
will gain most by patronizing local enterprise. They 
should at the same time show those appliance manu- 
facturers who supply co-ops, that a two-faced sales 
policy cannot long endure. 


© 


Jobs The National Industrial Conference Board 
says that during May 1941 there were 1,395,000 pre 
viously unemployed persons placed into jobs—pushing 
the total of unemployed down to 3,962,000. 

Only a year ago, May 1940, the total of unemployed 




































AGAIN 


GENERAL ELECTRIC 
REDUCES LAMP PRICES! 


New low prices mean more sales of 





G-E MAZDA FLUORESCENT LAMPS 


FFECTIVE August ist, General Electric 

announces lower prices on its entire line 
of G-E MAZDA F (fluorescent) lamps. The in- 
creasing demand for this new, cooler, high 
efficiency light source has resulted in even 
greater manufacturing economies. In line with 
long established policy, General Electric passes 
these savings along to your customers. This is 
another step in the reduction of the cost of bet- 
ter light for better sight. 
Since G-E MAZDA F lamps were first introduced 
in 1938, light output has been increased as 
much as 40% and as of August 1st, prices have 
been reduced as much as 52%. When you buy 
fluorescent lamps, make sure you are taking 
full advantage of G-E research that is producing 
lamps that give maximum light for the current 
consumed. Look for the G-E monogram on 
every tube. 


Remember Quantity Purchase Discounts! 


Remind customers who buy lamps for small factories, 
offices, stores, apartments, and restaurants of the dis- 
counts on quantity purchases of all large type G-E 
MAZDA lamps, including G-E MAZDA F lamps. For 
example, they can buy $5 worth of lamps for $4, $15 
worth for $11.25. And there are larger discounts avail- 
able to contract purchasers! 
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NEW LOW PRICES ON G-E MAZDA F LAMPS 
August 1, 1941 


14-watt T-12 ..... . was$l.05 .. NOW 90¢ 
i 75< 
LS-waet T-12 ...-. « - was$gi.10 .. NOW 95 
20-wettT-12 ...<« -« »« « wWasG$l.10 .. SOW 95 
30-watt T-8 . .... . . was$1l.10 . . NOW 95 
40-watt T-12 .... . . was $1.60 . . NOW $1.35 
100-watt T-17 ... . « was $3.50 NOW $3.00 


Above prices refer to daylight and 3500° white. 
Prices also reduced on soft white and colored G-E MAZDA F lamps. 





In addition to above reductions, prices are alsoreduced on 
the following types of G-E MAZDA (filament) lamps. 


50-100-150 watt. . . . . was 45c . . NOW 40c 
(Three-Lite lamp) 
100-200-300 watt. . . . . Was 60c . . NOW 55 
(Three-Lite lamp) 
300-watt R-40 Reflector lamp was $1.70 . . NOW $1.40 


(Spot or Flood types) 





G-E MAZDA LAMPS 


GENERAL @ ELECTRIC 
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was 8,735,000, so that in one year, due chiefly to 
Defense production activities, 434 million persons have 
gone back on jobs. Defense—Armament—War, call it 
what you will, it spells big business in any language 
and for any line of trade. 


© 
Cleanliness comes next to godliness—at least 


that’s what they said in the horse and buggy days. And 
if cleanliness demands at least one washing machine 
per family, then those families with low incomes surely 
will supply most of heaven’s population. 

Secretary J. R. Bohnen of the American Washer 
and Ironer Manufacturers Association says that a 
survey of 2,000 recent buyers of washers disclosed that 
more than 60 per cent had incomes of less than $1,500. 

This and other data from that survey are considered 
“direct evidence that washers are bought preponder- 
antly in the income brackets where they serve a distinct 
economic need and thus are an essential utility” says 
Mr. Bohnen, estimating that today there are about 
20,000,000 families with incomes of $1,500 or less. 


© 
Record Orders During the first six months 


of 1941, General Electric Company. received orders 
totaling $521 million, an increase of $309 million or 145 
per cent over the same period of 1940. 

Important point is that, after eliminating all orders 
that are known to cover Defense equipment, General 
Electric would still have chalked up an increase of 62 
per cent over 1940. That’s going some. 


© 


Future We reproduce below charts, issued by 
the National Association of Manufacturers, to impress 
readers once more with the fact that “you ain't seen 
nothin’ yet” as far as Defense production is concerned. 

The first year of Defense spending has gone chiefly 
into planning and “make ready” activities—designs, 
tools, machines, new buildings. Much involved in that 

















phase still remains to be done so that for instance 
1941 industrial building construction may be expected 
to run ahead of 1941 totals. 

While 1942 probably will perform in accordance with 
the accompanying chart and turn out to be the biggest 
year, it is quite safe to assume that 1943 will be a close 
second and that the tapering off process will not be 
felt until 1944. 

This prognostication is ventured here because since 
this chart was prepared, new appropriations, totaling 
many billion dollars, either have been made or are 
scheduled. 

Point is that we shall have to grow accustomed to 
the pace that business is reaching, because it’s going 
to keep on traveling at high speed for a long time— 
even if the U. S. does not get into a “shooting” war. 


Building Soars For the first 6 months of 1941, 


building permit valuations for non-residential buildings 
topped the same period of 1940 by 57 per cent, while 
residential buildings throughout the United States 
scored a 27 per cent increase. 

These figures were prepared by the U. S. Department 
of Labor and represent consolidated reports from 2,114 
cities. They indicate conclusively that the current wave 
of building activities is leaving practically no trading 
area untouched. 
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US. DEFENSE PROGRAM| WHEN THE MONEY 
—_— WILL BE SPENT 
TOTAL 
$51575,000000 
1840 [:jes*000.000 
194] | $17,000,000,000 | 
1942 | #23,000,000,000 J 
$7,000,000,000 
USSUNDS LEASE DRUERS $51,575,000,000 
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Facts About / 
THE MOST VALUABLE FRANCHISE / 
IN FLUORESCENT LIGHTING 


\I| 





THE MITCHELL POLICY: 


We believe that it is the function of the Electrical Wholesaler to sell Lighting 
Results—not to “peddle fixtures.” This is the foundation on which we have 
built the Franchised MITCHELL Fluorescent Distributor Organization ... the su 
only foundation that can build a sound and enduring business. It takes expe- aon 
rience, skill and knowledge to sell Fluorescent Lighting the right way. In 
MITCHELL Franchised Distributors have all three qualifications. Because get 
they consistently and ably sell Better Lighting results, because they are are 
ethical in their dealings with contractors and users, because they are tior 
aggressively helping to teach the public to know what is worthy, we, in 
turn, are pledged to support our Franchised Distributors with the most power- 
ful selling advantages in Fluorescent Lighting—the advantages they deserve 
and need to build and protect this great new business... 


it § 
cal 
wo 
a 
THE ADVANTAGES OF THE MITCHELL FRANCHISE: on 


thr 
Only MITCHELL Fluorescent Fixtures carry this exclusive Triple-Label: (1) 
Fleur-o-lier Certification; (2) Underwriters’ Approval: (3) MITCHELL’s own 
Complete Guarantee—the most powerful 3-Way Guarantee in Fluorescent PU 
Lighting—essential identification of quality that backs up the experience, 


ability and reputation of Franchised MITCHELL Distributors. vai 








Col 





4?) MITCHELL Fluorescent Fixtures are quality-bonded not only by the Triple-Label aut 
ey, Guarantee but by the integrity of the manufacturing organization back of , 

a Y me 
hy) \ them. They are superior in their engineering design, in their workmanship fis 
f{ a iz Vy and in their rich appearance ... and that means MITCHELL Franchised t Ke 
ms » Distributors can sell them with confidence in their acceptability and ind 
| \ performance. 47 





Ot 
MITCHELL protects the Franchised Distributors’ profits. It cosis money to 
sell lighting results—and that entitles the Distributor to full protection. There's 
no room for “poachers” or “peddlers” in the MITCHELL picture, no room to 
for mail-order or drugstore competition. MITCHELL sees to it that its Dis- dei 


pec 





tributors are protected ... sees to it that they earn the profits they've a . 

right to expect. Re 
ina 

MITCHELL Franchised Distributors have the advantage of stocking the most SW 


complete line in Fluorescent Lighting—offering the right fixture for every 
need. And each MITCHELL number is a tested, proved “Best Seller,”’ priced 
competitively to sell! MITCHELL Distributors know, too, that they can expect Mé 
originality and ingenuity from their manufacturer. They are consistently . 
FIRST with every new and important Fluorescent Fixture development. no 
ne 








MITCHELL places at the disposal of its Franchised Distributors the greatest Bo 
flood of sales aids in the business. Sales literature of all types, displays. tio 
counter cards—everything to stimulate sales—hard-hitting, helpful—profitable : 
to every MITCHELL Distributor. And MITCHELL advertising is at work cit 
aggressively every day, building acceptance for MITCHELL Fluorescent De 
Fixtures, building the market for MITCHELL Franchised Distributors. 








ne 
Re 
These are the plain facts covering the most 


valuable Franchise in Fluorescent Lighting oT 


cal 


MITCHELL MANUFACTURING CO. e 2525 N. CLYBOURN AVE. e CHICAGO, ILLINOIS | ''s 
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SUB CONTRACTING 


istering. 


Good and bad results are reg- 
Medium and particularly small manufacturers 
in many parts of the country complain that they cannot 
get to first base although they have idle capacity and 
are eager to get work. In contrast—Chrysler Corpora- 
tion reports that for its production line of army tanks 
it gets parts under sub contracts from 700 concerns, lo- 
cated in 130 cities and scattered over 20 states. You 
can look for a new drive, possibly a new technique of 
handling, because there is strong conviction that defense 
production cannot reach its ultimate speed until every 
suitable shop and idle machine tool equipment is at 
work and not just for one shift but for two or even 
three. 


PUT AND TAKE \ir. Henderson, through OPACS, 
is doing some magician-like shuffling with civilian allo- 
cations of scarce materials. After conferences with 
committees from various industries, production of 
automobiles, domestic refrigerators and laundry equip- 
ment is to be further curtailed. What is taken away 
there will be put in the laps of more essential civilian 
industries, OPACS estimating that the shift involves 
4,250,000 tons of iron and steel and “substantial amounts” 
of nickel, copper, tin, zinc, aluminum and lead. [x- 
pect that those “more essential civilian needs” referred 
to will include lots of direct defense or on-the-fringe-of- 
defense requirements with low or no priorities ratings. 
Remember also that construction and maintenance 
materials are definitely and favorably affected by this 
switch. 


MORE PRIORITIES FIELD OFFICES Since an- 
nouncement in our last issue (July) of the establish- 
ment of field offices of OPM/’s Priorities Division at 
Boston, New York, Philadelphia and Chicago, addi- 
tional such field offices have been established in 9 
cities: Cleveland, Detroit, Pittsburgh, St. Louis, Dallas, 
Denver, Atlanta, Cincinnati, and San Francisco. 

\ll these offices are in charge of experienced busi- 
ness men. They may be reached through the Federal 
Reserve Banks in the cities named. 


ZINC Until Mr. Henderson's shuffling of metal allo- 
cations makes itself felt, zinc is going to get tighter and 
tighter. Right now galvanizers, who redistill zinc dross 
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By "The Man with the Panama Hat'’ 











or skimmings, are classed as “producers”, must comply 
with all terms of the M-11 priorities order, must even 
set aside specified amounts for emergency allocation. 


ACID TEST Allocations of scarce materials for civilian 
uses will increasingly be based on the urgency of the 
need. For instance, materials wanted for repair or 
maintenance parts of privately owned automobiles, 
trucks, trailers and household equipment such as major 
appliances, plumbing, furnaces, oil burners, will get 


preference over other civilian needs. For production 


of new consumer “durable” goods such as those men- 
tioned, allocations will get smaller on the theory that 
consumers should be satisfied with what they now have 

until the general bottle-neck situation on raw mate- 


rials is passed. 


ENIGMA Hundreds of domestic manufacturers are fac 
ing curtailment or possibly indefinite shut-downs either 
due to lack of certain machinery or inability to get some 
scarce material like steel. Some are unable to take de 
fense contracts because they can't finance them and 
OPM—on the recommendation 


can't get loans BUI 
of our Department of State—has granted priorities for 
steel, machinery, other equipment, for the construction 
of a $45,000,000 steel mill—IN BRAZIL. The Export 
Import Bank is loaning $20,000,000 for that project and 
1 


the steel mill is to be completed in 25 or 3 years.—You 


figure it out. 


TRANSPORTATION LOG JAM Rapidly mounting 
shipment of defense production materials, plus ordnance 
plants actually starting to turn out big units, plus 
crop movement, plus heavier coal loadings, plus added 
tonnage of oil due to tanker shortage, plus the usual 
fall increase in the movement of all kinds of goods 
all these and other factors combined are expected to 
produce an almost unprecedented jam in all types of 
That’s why transportation priorities 
The tip-off is to buy 
faster and heavier and get the goods rolling by rail or 
truck before the crack-down comes. 


transportation. 
are bound to come—and soon. 


WRITE if you want specific information on some mat- 
ter handled in Washington. Address your letter to: 
Washington Straws, c/o Wholesaler’s Salesman, 330 


West 42nd St., New York, N. Y. 
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FLEUR“OUER ay behind the 


The Manufacturer guarantees by offixong this label thay 
Fivorescent Luminowe 1s 0 duplicate of somples foung 
penodic examination fo comply with the Mmitimum 
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ELECTRICAL TESTING LABORATO 
that wear it! _¢ 





THIS CERTIFICATION IS CONTINGENT UPON 
L OF centiFiEo AUXILIARIES OF OVER 5% 
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Famous Electrical Testing Labora- Based on these tests, Electrical Certified FLEUR-O-LIERS are guaranteed 
tories put FLEUR-O-LIER fixtures Testing Laboratories gives the by their manufacturers to be free from any 

FLEUR-O-LIER manufacturer the defects in materials, workmanship or as- 
right to affix the label of certifica- sembly for a period of 90 days. Note the 


. : ay nea complete guarantee with which every 
tion to all fixtures identical to the FT EUR-O-LIER Manufacturer complies. 
sample submitted. This label is 





through exhaustive tests, which 
include such vital points as 
FLICKER CORRECTION, DURA- 





BILITY AND SAFETY, EASE OF your assurance that the fixture IMPORTANT! 
MAINTENANCE, DEPENDABLE ET EE EE $0 riaid enoci- dated 
BALLASTS AND STARTERS aia & pe Before you buy fluorescent lighting, check 

a “i pegs fications set up by MAZDA lamp with your local electric service company. 
EFFICIENT LIGHTING PER- manufacturers for better light, They will be glad to give you expert advice 
FORMANCE, HIGH POWER better service. You can'buy Certified on a to — fluorescent fitted to your 
FACTOR (85% OR OVER). FLEUR-O-LIERS with confidence! a ee 











WIDE VARIETY! You can now get Certified FLEUR-O-LIERS in over 100 different designs 
and in a wide range of prices. Ask your electrical supplier. 


| TEAR OUT AND MAIL | 
E L E U R * @ ) ~ L { E R Fleur-O-Lier Manufacturers + 2121-8 Keith Bidg., Cleveland, Ohio | 
| Please send me FREE new booklet “50 Standards | 
| for Satisfaction,” together with list of Fleur-O-Lier | 
| paclurt/es manufacturers. 
| 
| | 
| 
| 
| 
{ 


Name 


| Participation in the FLEUR-O-LIER MANUFACTURERS’ program is open Address 
to any manufacturer who complies with FLEUR-O-LIER requirements 
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7 Electrical Wholesalers 
BUSINESS INDEX 








SALES INVENTORIES 


Boe Business Index 


For the Month of June 1941 


SALES June performance records of 337 electrical 


wholesalers throughout the United States show a de- 








bit Lit 


















ES | 
JUNE, 1941 > 
ED / 


cline of 1.4 per cent, for total sales, when compared 
with the previous month, May 1941, but against June 
1940 a gain of 60.4 per cent is scored. 





This then makes the second consecutive month when 












gains over the same month of 1940 have ranged at 





Ss 


ulus wth putin j 


around 60 per cent. The fact gives further support to 
the theory, previously expressed here, that sales-per- 
formance would probably “settle down” to a more or less 
steady pace of at least 50 per cent above last year and 





: 




























H as JUNE, 1941] continue to maintain such approximate rate of gains for 
i, _ some time to come. 

i = In planning ahead it is important to remember that 
i 1200—3 the country at large is still building up to a peak of 
i} = Defense production that cannot possibly be reached until 
l = during the summer of 1942. Meanwhile the total of con- 
i 110 = struction activities still may be expected to increase, 
_ with totals of construction expenditures for the first 
i 4 half of 1942 probably exceeding those of the same 1941 
Ma SAME MONTH 10 ISAME MONTH period. 


Ht 


LAST YEAR ILAST YEAR 


INVENTORIES june inventory figures compiled from 


reports of 292 firms show only a slight loss from the 





previous month and when compared with June 1940 





the totals are 29.3 per cent higher. This makes June 
Pp the fourth consecutive month in which inventory fig- 








ures for the whole country ranged “around” 30 per 
cent above those for the same month of last year—a 
remarkably steady performance under present strenu- 
ous conditions, when sales have been running from 
50 to 65 per cent ahead of last year. 


COLLECTIONS With 309 firms reporting their figures, 


accounts receivable on June 1, 1941 were 8 per cent 


Woot ERS ~ more than those of May 1, 1941 and stood 56 per cent 
ESAL above June 1, 1940. 


Those accounts totaled $43,103,000 as of June Ist 

Se while the collection percentage for June dropped to 79, 

one point below May. Thus the four months, March 

OURCE + _ to June, have seen collection percentage drop from 87 
These monthly reports covering the business activi- t 79 an & point decline 
ies of electrical wholesalers throughout the United States are ” » an © pom COME. 

ollected and compiled by The Bureau of the Census and the On the average, June accounts were 38 days out- 

Bureau of Foreign and Domestic Commerce of the U. S. 


Department of Commerce, and underwritten in part by WHOLE- ‘ é 
SALER’S SALESMAN—A McGraw-Hill Publication. lor April, 








standing compared with 37 days for May and 34 days 
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pieced foe you 


ADVERTISING ON 


"IN CH- MARKED” 


ECAUSE OF THIS 


SLECTRUNITE 


$. PAT. OFF. 


"LABORA 
oes TORIES Me 


LECTRUNITE 
TEELTUBES 


P 2-48 
EcTRIC aL erat uit THOME 


INSPECTED Month after month, electrical 


contractors, industrial 
maintenance electricians and 
buyers of electrical supplies 
have been reading about “Inch-Marked” 
ELECTRUNITE STEELTUBES and the advan- 
tages of “Inch-Marking”—the latest development 
in rigid steel electrical raceways. 


More than that, they have been reading about 
the many other advantages of ELECTRUNITE 
STEELTUBES for years—ever since E. M. T. was 
first developed. 


These readers are your customers and prospects 
—buyers of electrical raceways. Many of them 
have changed to “Inch-Marked” ELECTRUNITE 
STEELTUBES—and when tkey did, an ELEC- 
TRUNITE Distributor acquired a customer not 
only for electrical raceways but, in all prob- 
ability, a customer for other electrical supplies. 


Countless other prospects are acquainted with 
the many advantages of ELECTRUNITE and 


9 1\0 


11 


dugust 1941 — WHOLESALER’S SALESMAN 


lilelitals 


PAT. APPLIED FOR 


will be easier to sell because of the consistent 
ELECTRUNITE advertising campaign. 


Every time ELECTRUNITE advertising arouses 
interest and results in a sale, an ELECTRUNITE 
Distributor benefits—because “Inch-Marked”’ 
ELECTRUNITE STEELTUBES is sold ONLY 
through distributors. 


You can increase your benefits from ELECTRU- 
NITE advertising by mentioning ‘“Inch-Marked” 
ELECTRUNITE STEELTUBES to the contrac- 
tors and other users of electrical raceways in 
your territory—and by telling them that you carry 
a complete range of sizes, fittings and accessories 
for their convenience. Tie this story in with 
your own literature or let 
us supply you with liter- 
ature for your own use. 
Steel and Tubes Division, 
Republic Steel Corpora- 
tion, Cleveland, Ohio. 


carn 


The electrical 


Steeltube 


raceway witha ~~ 


CONTINUOUS 
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on every length 
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REGIONAL ANALYSIS 
)XTREME spottiness makes the regional perform- 
4 ance records for June 1941 seem devoid of any indi 

cation of trends, and particularly the sales figures of 

individual regions show a decided zig-zag course. 

For instance, regions 1, 11 and 18, which in May 
scored very high sales increases over the previous 
month, in June saw sales drop far below the level 
reached with their May sales. Regions 2, 4, 10, 14 
and 16 in which sales dropped off in May consider- 
ably below April levels scored in June good gains over 
the previous month, 

Only a few of those drastic fluctuations of sales 
stand clearly reflected in the inventory totals for the 
respective regions while in other cases inventory figures 
give no clue, leaving only the conclusion that sales 
gains were scored through direct shipments or that 
they involved a high percentage of goods that were 
shipped out again as soon as received. 

That receipts of replacement shipments from manu- 
facturers have slowed down, and inventories are being 
cut into more deeply from month to month is evident, 
when figures of several successive months are com- 
pared. 

For instance, during April 1941, against sales that 
scored the highest increase over last year, wholesalers 
in 17 regions still were able to increase their inventories 
over the previous month by from 2 to 20 per cent. In 
May only 11 regions were able to accomplish that feat 
and increases ranged from fractions of 1 per cent to only 
11.2 per cent, while in June only 7 regions scored 
inventory gains over the previous month. 

The fact that sales in region 6 are continuing to pro- 
duce skyrocketing percentage increases should be at 
least partially disregarded in any comparisons as here 
performance records not only reflect the boom condi- 
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JUNE, 1941. 


Figures in this table apply to regions as 
outlined and numbered on map above 





SALES INVENTORIES 
JUNE, 1941 5 JUNE, 1941 
Compared in “% with Trading | Compared in ‘% with 
Region 
May June See Map) May June 
1941 1940 1941 1940 
90.9 181.4 1 107.5 139.3 
109.1 172.2 2 195.9 154.9 
89.0 131.4 3 99.0 131.9 
114.1 189.6 4 94.8 243.7 
93.6 149.7 5 86.6 121.5 
126.9 231.8 6 94.3 148.7 
87.2 166.6 7 98.7 146.8 
97.3 159.7 8 96.9 141.2 
94.6 149.3 9 99.7 126.5 
104.6 157.4 10 93.3 129.0 
87.0 181.1 11 102.9 144.6 
98.7 135.2 12 91.1 122.1 
99.3 179.3 13 93.5 120.2 
108.2 149.8 14 99.1 117.3 
88.9 122.9 15 101.3 117.9 
114.5 181.1 16 111.9 131.4 
95.3 153.4 17 88.8 121.8 
82.5 137.9 18 95.7 112.4 
107.0 159.6 19 111.6 145.9 
107.8 147.5 20 971.9 115.5 
100.5 169.3 21 83.9 106.5 
98.2 173.5 22 102.5 131.6 
For 
98.6 160.4 U.S. A. 98.3 129.3 

















tions that are created through a steady influx each 
month of thousands of new government employees into 
the Washington area, but also the disproportionately 
high increases in activities in some Maryland areas. 
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\. Y. Lamp Show Sales 


Soar to Record Levels 


Attendance of 1850 buyers, representing various parts 


of world, order heavily in anticipation of good sea- 


son and possible shortages. 


" EDED industrial activity and in 
creased pay rolls were reflected in 
strong buying at the New York Lamp 
Show last month. Further reason for 
the unusually heavy buying, as ex- 
pressed by numerous manufacturers 
exhibiting, is the fact that such mate- 
rials as brass, wire, steel, white metal 
ire becoming more difficult to obtain, 
ind knowing this, buyers want to be 
assured of adequate stocks for the fall 
ind early winter selling seasons. They 
signed up for large quantities with a 
minimum of coaxing. 

This Nineteenth Semi- Annual 
Show, staged from the 21st to the 25th 
of July at the Hotel New Yorker, 
drew an attendance of 1850 buyers, an 
increase of 8 per cent over the July, 
1940 show. Nearly 200 manufacturers 
participated with brilliantly lighted 
exhibits that filled six floors of the 
large hotel. 

While sales in general ran far ahead 
of those made at the last show, indi- 
vidual manufacturers reported in- 
‘reases ranging from 50 to 100 per 
‘ent. 

Continuing the trend which first 
made its appearance a year ago, fluo- 
rescent units again scored heavily, and 
their popularity helped to pile up new 
sales records. Buyers showed partic- 
ular interest in floor lamps which com- 
bined fluorescent and_ incandescent 
lamps, while all-fluorescent desk lamps 
net with exceptionally heavy demand. 

Center of much interest was the dis- 
play of the American Lighting Equip- 
ment Association which featured 17 
\LEA Certified ceiling fixtures and. 
for dramatic contrast, displayed an 
old fashioned “Rip Van Winkle” fix- 


ture whose type is still in use in most 


Prices up 10 per cent. 


of America’s homes. It was the opin 
ion of visiting buyers, however, that 
the old “Rips” will soon start giving 
eround fast to the new, modern fix- 
tures made by ALEA manufacturers 

Buyers representing electrical whole- 
sale houses, department stores, power 
companies, gift shops, came from nearly 
every state in the union, as well as 
from various foreign countries, with 
Canada and the South American coun- 
tries well represented. Record for 
the longest voyage to this show was 
scored by Max Ritterband, who trav- 
eled from Johannesburg, South Africa, 
to buy lighting for his company— 
Progress Electric Fittings Co., a 
wholesale house. 

As is the usual custom, the National 
Lamp & Shade Manufacturers Asso- 
ciation sponsored a dinner-dance while 
the buyers were in New York for the 
show. This was a floating party, with 
the crowd dining and dancing for six 
hours on the Hudson and East Rivers 
aboard the “Alexander Hamilton.” 


Curtis Award Winners 


First prize in the Augustus D. Curtis 
\ward Contest was awarded to J. E. 
Pittenger, industrial salesman, and 
Fred J. Vorlander, industrial service- 
man, of the Philadelphia Electric Co. 
for the most outstanding lighting im 
provement accomplished during the 
twelve-month period closing March 1, 
1941. Their entry described the re 
lighting of the school building system 
at Norristown, Pa. 

Second honors went to FE. G. Mor 
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AT LAMP SHOW. Photos from top. 
Electro Mfg. Co. and Customers M. 
Sklar, Miss Frank, Mrs. Sklar, Electro’s 
L. Schoenbrod, S. J. Wolfe, Victor Nem- 
eroff—Representing Globe Lighting were 
Rudolph Leibowitz, Leonard Rosenblatt, 
Alfred Rosenblatt, Harry Scheimer, Mor- 
ris Steinman—Richter Metalcraft with 
Maxwell Richter, George Hartman, Sam 


Schwartz—At ALEA Exhibit, President 
Joseph Markel points to old type fixture 


contrasted with new units. Observers are 
designers Edward Stone, Virginia Conner, 
William A. Kimbel, Arthur L. Harmon. 
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HAZARD WATERTITE TYPE RW— for use instead of lead- 
sheathed wire in wet locations... eliminates lead wipes... makes 





installations simple ...saves time, money and space. 


~ 


—€ 


(ETT. natin 


nw-- 600V"" 


se te 


cs ~ a 
i a PP PO 


Gicghiteelpbee on™. pee TET HAZARD 


a a - 


Me Ae 
a 
sch baa ae” bee 
ae 
tte ae 
sin atte A st 
st tilda 





FOR WET LOCATION WIRING you can’t afford to 
overlook all these advantages that HAZARD Watertite, 
Type RW, provides. 


Because it doesn’t need any lead sheath, up to 79% 
in weight is saved . . . which, of course, makes handling 
easier, installation faster, cost of job more economical. 
What’s more, Hazard Watertite is spliced like any other 
rubber insulation. When used in a duct, the naturally 
smaller diameter of HAZARD Watertite saves valuable 
space or reduces the size of the duct required. 


HAZARD Watertite is backed by laboratory tests of 
seven years under water with no great loss of the in- 
sulating qualities. . . plus hundreds of on-the-job per- 
formance records. In addition to this unusually high 
moisture-resistance, HAZARD Watertite Rubber Insu- 
lation is strong and tough. . . has a tensile strength 
of over a ton per sq. inch. 


HAZARD WATERTITE, TYPE RW, fully meets the 
requirements of the National Electrical Code, Section 


3035, for wiring in wet locations. Typical use of Hazard Watertite, Type RW, in a wet location. 
3 1/C 500,000 CM Hazard Watertite, 220 volts, used from 
transformer back through building wall and underground in 





















See the Difference in Weight and Diameter! ah ie 
HAZARD INSULATED WIRE WORKS 
| HAZARD Watertite Lead Covered DIVISION OF THE OKONITE COMPANY 
| pe oe Type & Works: Wilkes-Barre, Pennsylvania 
mn <0 a oS Offices in Principal Cities 
Approx. 
oO. D. 78 .84 
Inches 
Approx. 
Net Weight 814 Ibs. 1570 Ibs. 

Per M Ft. 
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tenson, third prize to J. M. 
ind W. L. Argus. 

\ unique exhibit of the Appalach- 
n Electric Power Co., prepared by 
Rk. F. Wagenhals and R. S. Musgrave 
received a special award from Darwin 
Curtis. The exhibit is an _ exact 
eplica of a women’s apparel shop in 
which a fluorescent lighting system 
was installed. An electrically operated 
control makes the model perform, 
showing the original lighting system, 
the new lighting, and dramatizing sub- 
sequent sales increases by a series of 
illuminated charts. 


Guillory 





Curtis award prize winners Vorlande: 


and Pittenger. 





Hygrade Conference 


Facts and figures on fluorescent 
lighting were presented to about 75 
guests of the Hygrade Sylvania Corp. 
at its recent lighting conference. The 
carefully balanced program provided 
for both, technical and commercial 
discussions, while visits to the Hy- 
grade Salem and Ipswich factories, 
highlighted recent advances and trends 
in tube and equipment design. In 
analyzing present and future market 
levelopments, some interesting figures 
were quoted. 

For instance, with volume increas- 
ing as it has since fluorescents were 
first introduced, it is expected that 
tube sales will reach perhaps 115,000,- 
000 by 1945 and this fall Hygrade 
expects sales of fluorescent lamps to 
run at least at the present rate of 
150 per cent above a year ago. 

Conferees were told that in May 
white units accounted for 52 per cent 
f sales, and daylight for 40 per cent. 
(he 40-watt lamp accounted for 59 
er cent of the sales, the 20-watt 
unit for 22 per cent and the 100-watt 
tube for 5 per cent. It is anticipated 
that by 1942 the 100 watt lamps will 
be selling in a volume of about 20 per 
‘ent of sales. 

With governmental — specifications 
defense plants of 50 ft. candles 
ind over as pacemaker, discussion of 
ntensities disclosed that requirements 
ft from 60 to 150 foot candles no 
onger can be considered unusual. 

Executives of the management, 
engineering, commercial and 
research staffs as well as guests ad- 
lressed the conference. 


sales, 
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REA Keeps “Rolling Along” 


Increasing numbers of farms, industrial plants, community 


institutions, served by REA systems continues to build new 


markets for electrical supplies, appliances, lighting equipment 


pet activities during the fiscal year 
ended June 30 show no let-down in 
the program of bringing electric power 
to rural communities, while in addi- 
tion, the organization lent increasing 
cooperation to the defense program by 
providing necessary power and collect- 
ing important information on local in- 
dustries and resources. 

Practically all of the $100,000,000 
available during the 1940-41 fiscal 
year for loans was allotted. The num- 
ber of energized systems increased 
from 630 to 718 during the first ten 
months, the number of miles of line in 
operation from 233,166 to 291,986. 

As of May 30, the 726 systems in 
operation in 45 states were serving 
758,379 connected consumers. Non- 
farm rural residences, rural business 
establishments and industrial plants, 
Army camps, airways facilities, Naval 
and Coast Guard Stations and rural 
institutions of various kinds were a 
little under 20 per cent of those served, 
over 80 per cent of the consumers 
being farms. 

Gross revenues of REA systems in- 
creased approximately 75 per cent in 
the fiscal year just ended, compared 
with the previous fiscal year and total 
kilowatt-hour consumption increased 


approximately 85 per cent, according 
to estimates by REA statisticians. 

That REA cooperatives in general 
make good borrowers, is evidenced 
by the fact that with total interest 
and principal due on March 31 amount- 
ing to nearly $9 millions, total advance 
payments were made in excess of $23 
millions, whereas of the amount due 
only a little in excess of $200,000 wa- 
not paid on schedule. 

The table on operating statistics, 
given below, indicates how the sys- 
tems progress toward self-sufficiency 
and continue to create a market for 
electrical supplies, lighting equipment 


_and appliances, which wholesalers may 


capitalize. 

Contributions to the national defense 
effort during the past year have been 
important. Availability of power has 
stepped up production of vital foods 
on thousands of farms, while plants 
close to farms have speeded up proc- 
essing. Power has been supplied to 
mines producing essential minerals, to 
rural industrial plants, Army camps, 
airfields, etc. 

Information, maps, specifications 
have been gathered on local industries 
and resources which will be of value in 
allocating national defense work. 


OPERATING STATISTICS—REA-Financed Systems by Age Group— 
MARCH 1941 


Connected 


Age Systems Consumers 

( Months ) Included Per Mile 
1-6 41 1.65 
7-18 210 1.94 
19-30 168 2.33 
31-42 219 2.34 
43-over 69 2.79 


Per Cent 
KWH Per Minimum Revenue 
Consumer Bills Per Mile 
39.0 70 $6.38 
48.2 55 7.53 
46.9 52 7.89 
55.3 45 9.09 
60.0 38 10.71 








LINED UP behind the counter of Pittsburgh (Pa.) Electric Supply Co. 
are Leo Mayer, A. W. Warden, J. R. Brown and William Vaughn. Mayer 
is on the outside sales force, the fellows with the two-toned sweaters sell 
at the counter. 















LIGHTING EQUIPMENT 
Insures Uniform High Quality 
«++ TROUBLE-FREE OPERATION 


@ Today, the RLM LABEL as a recognized certificate 
of uniform quality and a warranty of conformance to rigid 
quality enh 075 provides a potent tool both in protect- 
ing eye sight and health of workers and increasing pro- 
duction efficiency. 


With the same exacting laboratory and engineering 
tests as were employed in establishing quality standards 
for the original RLM Dome Reflector, the RLM STAND- 
ARDS INSTITUTE has now set up equally effective stand- 
ards for eleven other types of Lighting Reflectors and 
Fluorescent Lighting Units for use with MAZDA lamps. 


Through the use of RLM Official Standard Specifi- 
cations, covering vital construction and performance 
requirements foe each of these 12 filievndos and 
Lighting Units, you secure positive assurance that 
your RLM Certified Products provide the maximum 
value in lighting efficiency and economy... will 
deliver the balanced lighting so essential to maxi- 
mum output of defense products and the welfare 
and efficiency of employees called upon to work 
longer hours and at new high speeds. 
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Futurama 
Camera Clicks 


The Fluorescent Futurama, spon- 
sored by the Fleur-O-Lier manufac- 
turers and the RLM Standards Insti- 
tute, attracted hundreds of visitors 
during its Chicago “run” in the Exhi- 
bition Hall of the Commonwealth 
Edison Co. Reading from top to 
bottom of the group of pictures to the 
left—1) Mitchell Manufacturing Co., 
Chicago, had H. M. Rose (in the 
center) at the reception end—2) The 
Messrs Stranberg and Beery, Benja- 
min Electric Mfg. Co., Chicago, enter- 
tain EK. L. Moorman, Commonwealth 
Edison Co., Chicago, left—3) Holding 
forth for the Edwin F. Guth Co., St. 
Louis, were J. H. Allen, Chicago, 
and Ray Knoop, Indianapolis repre- 
sentative—4) The Leader Electric Co., 
Chicago, turned out enmasse and were 
snapped in a happy mood. |. to r. are: 
\rt Appleton, Walter Glass, Robert 
Shervey, Charles Simmons, Howard 
Myers—5) Relaxing in Daybrite’s 
booth between visitors were Harry 
White, GE lamp department, Dubu- 
que, Iowa; C. B. Thorsen, Daybrite 
Lighting Co. (St. Louis) Chicago 
manager; N. G. Smoley, GE lamp de- 
partment, Ft. Wayne—6) Jernie 
Lazerson, Solar Light Co., Chicago, 
gives the Fleur-O-Lier emblem the 
once over. 


In Their Own Building 


CHICAGO—The entire factory and 
offices of Wilson Lighting, Inc., have 
been moved to the company’s own 
building at 152 W. Erie St., Chicago. 
All four floors of the building will 
be used in the manufacture of the 


company’s products. Straight line 
quantity production facilities are be- 
ing set up. 

The over 200 items in the com- 
pany’s catalog have been added during 
the years since Wesley Wilson estab- 
lished the company in 1929 to manu- 
facture the Adjustable Clip Reflector. 


C. W. Kettron Retires 
From Active Management 


MACOMB—Ill health has made it 
necessary for C. W. Kettron, of the 
Illinois Electric Porcelain Company, 
this city, to resign from the presidency 
of the organization which he founded 
and has headed up since its inception. 

In accepting Mr. Kettron’s retire 
ment from the presidency as of July 1, 
the Board of Directors elected him to 
the Chairmanship of the Board. 

Mr. H. P. Kettron who has been 
vice president of the company for 


many years, has been made president, 
and A. G. Benard, long associated 
with the company was elected to the 
post of vice president and general 


manager. 


Karr Parker to Head 
Chamber of Commerce 


BUFFALO—The Chamber of Con 
merce here will move forward during 
the coming year under the leadership 
of Karr Parker, president of the Buf 
falo Electric Company, 
of this city. 

Mr. Parker has been active in 
electrical as well as other fields. 


W he ylesales s 


is a director and past president of the 
Electric Association of the Niagara 
Frontier, past president of the Asso- 
ciation of Electrical Contractors of 
Buffalo, past president of the Engi- 
neering Society of Buffalo, and a 
director of Electro Refractories and 
Alloys Corp. 

A resident of Buffalo since 1915, 
Mr. Parker has been associated with 
the Buffalo Electric Company and its 
predecessor, McCarthy Bros. and 
Ford, since he came to the city. 


New Quarters For Viking 


CLEVELAND—Twenty-four hours 
after the fire which originated in the 
paint spray booth destroyed the Vik 
ing Air Conditioning Corp. plant, the 
company had production lines set up 
in various locations and was continu- 
ing to manufacture 
products. 

Word follows that new manufactur- 
ing and office quarters have been 
set up at 5600 Walworth Ave., Cleve 
land. The new location affords nearly 
fifty per cent more plant space, with 


some Ol 1ts 


provision for expansion in the future 
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Hygrade’s new Mirastat starter is proving 
itself sensationally superior in all fixtures. 
Assures adequate pre-heating of electrodes — 
eliminates “fluttering” — prolongs lamp life 
— assures trouble-free operation. 






treamlined Selling For 


rains and Toys 


By Mark Harris* 


Holiday goods—electric trains, stoves, toys—sold early in the fall by 


wholesalers’ salesmen, build volume business for their customers 





LECTRIC trains, stoves and other 
toys are volume sellers that will 
bring extra profits to the sales- 

man who sells them the right way, 
and therefore any wholesaler’s sales- 
man who does not push holiday 
goods early in the fall is missing an 
easy means for boosting his sales 
and net profits. 

This because each year, in in- 
creasing numbers, far-seeing elec- 
trical dealers have featured electric 
traigs, toy transformers and other 
associated items in their stores and 
have profited vastly thereby, not 
only in sales volume but because do- 
ing so attracts fathers and mothers 
and boys to their stores, prior to the 
holiday season. All of which means 
directing public attention to other 
electrical merchandise and gift items 
and a consequent possibility of extra 
and profitable sales. ; 

That is why an appreciable num- 
ber of electrical stores are already 
selling electrical toys and_ trains. 
However, with the increased model- 
mindedness of both the older ele- 
ment of boys and adults that has 
been apparent in the past few years, 
many more retail dealers in elec- 
trical merchandise could and should 
be interested in this field as an ave- 
nue to increased sales and profits, 
and it’s up to the wholesaler’s sales- 
ian to build that business. 


* Mr. Harris was for many years gen- 
eral sales manager of the Lionel Corp. 


The wholesalers salesman must 
know all the selling angles in this 
connection and it should be simple 
for him to play up the electrical fea- 
tures and advantages. In fact his 
electrical experience will be particu- 
larly valuable when he has to com- 
pete with the salesman from the 
average wholesale toy house. He 
can sell these goods with a more 
intimate knowledge of voltages, cir- 
cuits, hookups and other details 
vital to good merchandising of toy 
train and other electrical items. Thus 
armed, he will be able to advise 


dealers in a promotional way and 
acquaint them with the many sell 
ing methods that will serve to at- 
tract the maximum of business. 

Apart from every other consid 
eration, an appealing argument is the 
fact that the electrical dealer can 
make better suggestions to his cus- 
tomers regarding various technical 
points in laying out a railroad such 
as, for example, the correct trans- 
former to be used, or estimating the 
amount of trackage required for a 
given space. 

In selling the electrical dealer on 


The “Electric Eye” Kit combines fun and education for boy or girl. It’s a new 
item, and a fast seller. Prices are reasonable. It’s profitable for wholesalers and 


retailers. 
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(Photo: Rehtron—Good Housekeeping) 


















































this class of merchandise, the whole- 
saler’s salesman will show sound 
and logical reasoning if he points 
out that: 


1. The unit sale of an electric 
train is usually of an amount 
in dollars and cents that is 
worth going after. 





~ 


2. The holiday attractiveness of 
his store is enhanced by the 
displays he could create with 
electric trains and other elec- 
trical or associated toys in win- 
dows, on shelves and in show- 


cases. 


oe) 


Many prospective customers 
would prefer the electrical 
store as a source of supply, as 
compared with overcrowded 
department stores where tem 
porary help without a thor 
ough knowledge of the product 
are of little assistance to the 
prospective buyer. 

+. The initial sale before the hol 
days generally is the means of 
bringing added business for 
accessories and adjuncts to the 
original train set or toy at some 
future time. 


Let’s go further into the foregoing 
arguments, 

Point One. Unit sales of train 
outfits usually consisting of loco- 
motive, cars, track and transformer, 
run from about $8.75 up to $25 and 
higher in many instances. Such 
sales are not to be slighted. 

Point Two. Display of such 
merchandise is half the sales cam- 
paign. The fact that trains re 
quire narrow shelf space permits 
them to be displayed at full length 
on wall shelves not more than 3 or 
4 inches wide. It will readily be 
seen that quite an assortment can 
be shown 1n limited space. 

Trains thus displayed can be 
price-ticketed for all to see and 
would be almost self-selling in rush 
periods. They would be impressive 
as they stand stationary, with head 
lights blazing and the interior of 
cars brightly illuminated. In the 
dealers’ window, a layout of track 
conforming to the extreme edge of 
the window space, would permit the 
display of a variety of other elec- 
trical merchandise, with the train in 
continuous operation ome & never 
failing means of arresting attention. 
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Train sales, and particularly “plus’ 























sales of accessories are boosted materially 


if the display permits “lookers” to operate some of the controls—under constant 


Supervision, of course. 





“Live” displays, such as the above, always should be supplemented by “still” 
showings of all the different types of complete outfits and a showing of the 
full accessories. (Photos: Lional Corp.) 


I:ven more compelling as a means 
of stopping passers-by would be the 
installation of a loud speaker, so 
that those outside could hear a 
periodical toot-toot of the engine 
whistle, which is now a feature of 
most types of locomotives. 

Point Three. In most cases, the 
father buys the train for his boy, 
with motives that are highly ques- 
tionable. Reliable statistics show 
that very often the boy gets a crack 
at playing with the train along about 
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March if it is bought for Christ 
mas, 

Fathers, sensing the fun that they 
themselves hope to derive from hav- 
ing a train in their home, are like 
clay in the potter’s hands when 
handled by an electrical dealer who 
is familiar with the product, with 
the result that additional items 
properly suggested at the time of 
the original purchase may increase 
the sale as much as 25%. It’s worth 
while to take a little extra time over 











aT 





making a sale of this general type. 

Point Four. It must not be pre- 
sumed that electrical toys and train 
sales end with Christmas day. For 
instance the fact that a train is a 
winter toy puts it to frequent use 
throughout the cold season. There- 
fore extensions to the set originally 
purchased are sought after during 
the months of January, February 
and March. 

Boys and their parents will make 
frequent trips during these months 
to their electrical store for more 
trackage, switches, lamp posts, sig- 
nals, stations and many other acces- 
sories, which account for over 40% 
of train sales. 

It should be borne in mind also, 
that when this traffic is in the store, 
it is reasonable to suppose that other 
electrical items will be purchased, 
thus helping to offset post holiday 
slumps. 

Obviously the time for the elec- 
trical wholesaler’s salesman to go 
out for this business is right now. 
\ sizable holiday order can be gar- 
nered from trains and accessories 
alone. It can be amplified consid- 
erably by other specialized toys in 
the electrical category. 

Several enterprising toy manu- 
facturers have developed lines that 
every electrical dealer should con- 
sider in connection with, and sup- 
plementary to, trains and Holiday 
selling. To name a few that will ap- 
peal to older boys, hobbyists and 
adults, there are metal casting sets, 
with electrical units for heating the 
material, photo-electric cell outfits, 





permitting the building of electronic 
devices, pyrographic outfits with 
electrically heated pencils, which 
are suitable for both girls and boys. 

Coming up in popularity is a 
sniall sized electric tool, with 
changeable heads for cutting and 
forming, which is part of a smart 
kit provided with vari-colored strips 
and blocks of plastic materials, en- 
abling the user to turn out very 
creditable examples of ornamental 
carvings. 

These items, with trains, and of 
course an imposing assortment of 
decorative lighting outfits provide 
a group of specialized Holiday mer- 
chandise that can only result in 
added sales volume—business that 
will be found profitable, as well as 
interesting to handle. 

At the outset, I remarked that 
many electrical dealers have already 
seen the possibilities of this class of 
merchandise for the Holidays, but 
the full depth of this business has 
not been plumbed by the electrical 
wholesaler. 

\ considerable section of the buy- 
ing public still is waiting to be sold 
on the idea that a good, educative 
and absorbing toy or model is worth 
owning—something that will give 
boys and adults alike many hours 
of wholesome fun and _ instruction, 
and they are willing to pay well for 
items of this nature. 

Manufacturers however have rec- 
ognized this fact, and they build 


these articles with the same care 
and precision as any high grade 


electrical appliance. And the logical 





Complete displays of electrical toys in original cartons facilitate quick selection 
when no counter intervenes, but such display demands the constant presence 
of one or more sales persons. (Photo: A. C. Gilbert) 
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place to buy these goods is at the 
electrical store. 

It cannot be too strongly urged 
that wholesalers salesman develop 
methods of selling, that are in keep- 
ing with the high quality of these 
products. No matter how small a 
dealer may be, he must be treated 
as a merchant, for the fierce heat 
of present day selling demands 
more of the salesman than the writ- 
ing up of an order, and more of the 
dealer than the mere quoting of a 
price to his customer. 

The salesman who sees many 
sales methods and techniques while 
calling on customers is in a posi 
tion to offer valuable advice and 
suggestions. 

A salesman should fill adequately 
the role of technical merchandising 
advisor. The knowledge he im- 
parts to his dealer puts that dealer 
in a position to pass it on to his 
customer. Thus, the meritorious 
features of goods are brought out 
to the fullest extent for the benefit 
of all, and instead of just glossing 
over a high spot or so, a complete 
and lucid exposition of the utility 
or fun-providing qualities of an 
article is presented in a manner 
that commands attention and effects 
sales. 

Further, this sort of relationship 
between wholesaler’s salesman and 
dealer should not stop with the de 
livery of goods to his store. Deal 
ers value nothing more highly than 
seeing the wholesaler’s salesman in 
the store from time to time not for 
the purpose of order taking, but for 
co-operation alone, which can be 
evidenced in many ways. 

For instance, the wholesaler’s 
salesman might readily drop a hint 
or two, perhaps about a_ special 
window display used successfully in 
another line of business, and ap- 
plicable to this dealer. Or a brief 
talk with the sales staff on new 
sales approaches. Or planning a 
drive on certain items after finding 
new features to be stressed. These 
frank and open evidences of co 
operation in merchandising, stamp 
a wholesaler’s salesman as_ being 
above the average. Dealers will 
welcome his visits and be eager to 
discuss sales and merchandising 
problems with him. This makes 
merchants of dealers, and execu- 
tives of salesmen. 
























By Sydney W. Watkins’ 








Good Lighting—Inside and Out 


For Model Defense Plant 


High and low bay industrial units meet exacting lighting de- 


mands of precision work in the shop. Fluorescents give uni- 


form lighting in the engineering department. 


Building 


exteriors, yards are floodlighted to facilitate surveillance 





oop lighting, 
sion work, is a factor of pri 
mary importance in the manu- 
facture of machine tools and similar 


adapted to preci 


essential products in the program 
of national defense. 

This viewpoint has been carried 
out in the extensive plant expan- 
sion program of The Warner & 
Swasey Company, manufacturers of 
turret lathes. Recent Warner & 
Swasey plant expansions aggregate 
110,000 square feet of floor space. 

Three separate building programs 


* Mr. Watkins is the electrical engineer 
of the Warner & Swasey Co. (Published 
through the cooperation of the Electrical 
League of Cleveland) 


The author personally checking the lighting installation here 
finds 30 to 37 foot candles at drafting board level. 
hundred tubes light the engineering department. 


were completed, the first involving 
brick-on-steel additions of the saw 
tooth roof type to four existing 
plant buildings; the second, further 
extensions of these buildings; and 
the third, three new buildings of the 
sae type, each 315 feet long and 
50 feet wide. 

A wide variety of operations are 
performed in this space, ranging 
from grinding of turret lathe parts 
to final assembly, spraying, final 
inspection and shipping. In all such 
work it is important to provide suf- 
ficiently high levels of illumination, 
with uniform distribution and a 
minimum of glare and shadow. 

Installed on uniform centers in 


Thirteen 





the new buildings are 260 high bay 
750-watt units with beam control 
adjustment and aluminum covers 
spun permanently over prismati 
glass reflectors, designed for down 
ward illumination. 

These units which provide uni- 
iorm light of 27 footcandles at 
bench height are mounted to offer 
sufficient clearance above the crane 
rails. 

More than 100 low-bay 300-500 
watt industrial reflectors, similar to 
those previously in service through- 
out the plant were installed in the 
shipping department and in plant 
space made available for produc- 
tion. 


High bay units with beam control adjustment and aluminum 
covers spun permanently over prismatic glass reflectors provide 
27 foot candles at bench height. 


o 








nstallation of additional power 
| lighting facilities to handle the 
reased load necessitated provi 
sion of one additional 3000-ampere 
ver bus and two additional 1500 
pere lighting busses from the 
ransformer vault to the secondary 
listribution center. Six 500-ampere 
power circuits and six 500-ampere 
lighting circuits were made avail- 
able at the main switchboard by 
With 


width available, 


use of compact equipment. 
nly 65 inches of 
space for dead-front panels and for 
overload protective devices was 
itilized to the utmost. 

Power lines in the new building 
tapped 


near 


into 
load 


then extended down the main aisles 


additions are panel 


hoards located centers, 


along production lines. Since ma- 
hine tools are being almost con- 
stantly re-arranged to fit changes 
n production sequence, distribution 
onduits are carried in trenches in 
the concrete base over whicl 
ooden flooring is laid. 

In those trenches 
vided not only for conduits but also 
or pull boxes, compressed air lines, 
etc. This arrangement, which also 
provides for cross-channels at regu- 
lar intervals, makes it possible to 


space 1s pro 


bring power lines directly to every 
achine without unsightly 
conduit floor. 
\Vhere machinery is located next to 


long 
runs of above the 
the wall, conduit was run to each 
vroup of machines from the 250- 
ampere “Bustribution” duct 
extends the length of the building. 
\lore than 500 feet of this duct 1s 
installed in the new building with 


which 












day at the Warner & Swasey plant. 





Turret lathes turn out parts for other turret lathes night and 
Light for the exacting 
job comes from 750 watt high bay units. 


Flexible 
floodlighting is af- 
forded by separate 
circuits with three- 
way switches, allow- 
ing watchmen, with 
interconnecting 
phones to turn light 


control of 


on or off from re- 
mote locations as : 
needed. 2 pone 


a view to providing for flexibility 


in power distribution and avoid 
ance of voltage drop. 

One of the largest single instal 
lations of fluorescent lighting in the 
Midwest is that in the engineering 
fifth 
long 


department, main building, 


floor. This space, 325 feet 


and 50 feet wide, is devoted to 


numerous phases of engineering 
work such as tool designing both 
for the company’s and customers’ 
needs and machine designing, etc. 
Uniform lighting on drafting boards, 
with low surface brightness and a 
nunimum of glare and shadow, is 
essential for such precision drafts- 
manship. 
Fluorescent lighting, with fix- 
tures recessed into the ceiling, was 
installed, taking into consideration 
the lowering of the ceiling to pro 
vide for air conditioning ducts. 
About 1300 of the 40-watt fluor- 
escent tubes are used, troffers or 
recesses being covered with diffus- 
ing glass shields to minimize glare. 
Light meter tests show illumina- 


design section. 
















tion up to 50 footcandles, the read 
ings on a drafting board tilted at the 
normal working angle showing light 
levels maintained from 30 foot 
candles at the lowest point on the 
hoard to 37 footcandles at the high 
est. Under fluorescent units in 
stalled on the lower side of beams. 
as shown in the accompanying 
photograph the reading was 50 foot 
candles. 

A similar installation of fluores 
cent lighting, with the units mounted 
closer together and only six feet 
above the working surface, is in 
stalled in the experimental depart 
nent. Two-lamp units are mounted 
on four-foot centers in this installa 
tion, which provides 50 footcandles 
of light at the height of a laboratory 
table. 

With 


office and 


modern lighting in both 
factory space and pro 
floodlighting outside, The 
Warner & Swasey Company is well 
equipped to carry on the serious 


tective 


business of production for national 


defense. 


Fluorescent lighting provides even, shadowless illumination in 
the engineering department. Shown is a corner of the machine 
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tional competition for the best Merchandising 
and Promotional Campaigns involving product 
other than foods, dime-store items or apparel. 

Their planning is always done well ahead of th« 
best selling season and almost without exceptior 
their campaigns include direct appeal to the con 
sumer with the electrical dealer and wholesaler tie: 
in as important links between manufacturer and 
final user. 

Often our mail bag brings attractive photographs 
that command preferred attention but time and 
space considerations force them into the “Hold” 
file. 

Here we present a group of such pictures, that on 
pictorial merit alone simply could not be assigned 
to the file of forgotten prints. 

It will be noted that each represents a fine ex 
ample of either artistry, showmanship or a humai 
interest theme and, as will be evident from a read- 
ing of the captions, each has a sales angle, even 
though none are “angle” shots photographically 
speaking. 

THE EDITOR 











It's hard to say where selling solely based on straight hard 
facts ends, and sales made as friend to friend begin. Certain 
it is that these G.E. dealers, the company’s guests at a game, 
will always feel closer to its products. 
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Tiny enough to look lost in a man’s hand, this thermostat 
' must hold electric iron temperatures within narrow limits. 
G.E. engineers know that performance is the best sales builder, 
put the thermostat to exacting tests (right) at the Ontario, 
Calif., laboratory. 
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The whole family votes for the room cooler. This package Happy choice of a name has put many a product over the top. 
item has high unit sale, a nationwide market that wholesalers RCA’s new teaser “Floodlight Tone” is backed up by real 


; a . : > » atest a > ° ° 
might well cultivate. (Carrier Photo.) engineering advances, should make many sales. 


Television becomes even more interesting to those who have 
been “part of the show.” (Left) A man who participates has 
taken the first step toward turning buyer. 


Roaster sales move 
upward all year 
‘round, but appeal 
for housewives is 
greatest during 
summer months 
when the “keep 
cool” approach 
overshadows all 
other selling points. 
Nesco Photo) 


Spetiay Babee Boe ka 


Summer selling of portables pushes radio sales upward, boosts 
profits for wholesalers’ salesmen as well as dealers. This G.E. 
personal model is as streamlined as its charming user. (Left) 
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HRISTMAS trade of 1941 is going 
to be of record-breaking pro- 
portions. Industrial produc- 
tion is breaking records; payrolls 
are at top levels; farm income the 
best in ten years or more; all busi- 
ness indicators point directly to a 
banner holiday season. With this 
fast-stepping prosperity around us, 
in every part of the country, whole- 
salers’ salesmen will want to make 
certain that a fair share of the holi- 
day spending goes towards assuring 
a “brighter Christmas with brighter 
tree and decorative lighting.” 
Right now—this month—is the 
time to begin the heavy selling of 
this colorful lighting equipment to 
the dealers. While some retailers 
have already placed initial orders, 
the vast number of electrical dealers, 
hardware stores, general stores, and 
so forth, have yet to order from the 
wholesalers. It must be kept in 
mind, though, that selling of tree and 
decorative lighting cannot be put off 
until October or November. Re- 
tailers are learning to think along 
the same lines in connection with all 
types of products, namely : “We had 
better buy early in case it will be 
impossible to obtain deliveries later.” 
That is why, with no report of 
serious shortages in Christmas light- 
ing, alert dealers still are taking no 
chances. They will buy now and 
take the goods into stock as fast as 
they can get them. For this reason, 
too much emphasis cannot be placed 
on the fact that the first and most 
important step for wholesalers to 
take in merchandising Christmas 
tree and decorative lighting this 
year is to begin selling now and 
that means N-O-W! Not next week 
or next month. Competitors are 


Decorative lighting doesn’t stop with the 
Christmas tree—it includes table and 
mantel decorations, wreaths, etc. (Noma 


photo) 




























Display boards which highlight special features may be backed up by massed 


counter exhibits. All lights must be turned on for best effect. 


(Noma photo) 





going to cop the bulk of the avail- 
able volume, right from under the 
nose of the salesman who puts off 
his drive. 

How are you going to get more of 
this Christmas business? 

As in selling any other line, 
whether control equipment or fluo- 
rescent lighting, you must familiarize 
yourself and your customers with all 
the different items available and 
demonstrate why they're better. 

Today there is considerably more 
to Christmas lighting than simply 
sets for the tree. Much has hap- 
pened since the days when electric 
lights replaced candles, and each 
year the manufacturers introduce 
new items to attract the public— 
illuminated candle sets for windows, 
lighted wreaths, weatherproof out- 
door tree sets, novelty lights for the 
top of the tree, illuminated minia- 
ture trees, illuminated figures. 

The wholesaler’s salesman must 
sell the dealer on the fact that dec- 
orative holiday lighting is a big busi- 
ness today and that each holiday 
season brings a broader use of dec- 
orative lighting for use both within 
and outside of private homes, apart- 
ments, commercial buildings, insti- 
tutions. So the market is expand- 
ing rapidly, 

Recognizing this fact, manufac- 
turers are prepared to help salesmen 
For in- 
stance, knowing that selling with 


to do a real selling job. 
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samples is most effective, the leaders 
in this field provide compact, light, 
easily portable sales kits in order 
that the individual wholesaler’s 
salesman can show his dealers the 
broad range of decorative lighting 
equipment that is available as an 
avenue to greater sales. 

Those sample cases should be 
used on all calls. Salesmen should 
realize that in many cases, initial, as 
well as succeeding orders, might be 
a 100 per cent larger if they will only 
take the trouble and time to show 
the retailers the complete decorative 
lighting line, explain the profit op- 
portunities available, convince them 
that there is more money, less trou- 
ble, in pushing quality outfits in- 
stead of the cheapest strings of 
lights. 

What kind of retailers can you 
expect to give you the most business 
because they do the best sales jobs 
on Christmas lighting? Remember- 
ing that there are always exceptions 
to any general rule, the whole- 
saler’s salesman can expect his big- 
gest volume from such retailers as 
electrical dealers, hardware stores, 
variety stores, general stores, drug 
stores, department stores, and utili- 
ties (if they merchandise). 

Because of the large size of indi- 
vidual stores, the department store 
field requires special treatment and 
selling must be carefully planned, 
after first analyzing to determine in 











Sales Department, G. E. Supply Corp., New York, N. Y. 


Now For Selling 
Christmas Decorative Lighting 


By J. W. Grierson 


Decorative Christmas lighting today is an extremely broad line, not just lights for 


the indoor tree. To sell successfully they have to be displayed—and illuminated 












what departments decorative lighting 
should be sold. In medium or large 
stores, one location is not enough. 
For instance, one very progressive 
department store merchandiser dis- 
plays and sells Christmas lighting 
in the housewares department, also 
in a special section devoted to every- 
thing for the tree and Christmas 
decorations. Some stores also allot 
space on the main floor to tree light- 
ing sets. The latter is the best spot 
because traffic is heaviest there, with 
the result that more people come in 
contact with the display than on the 
upper floors, thus more sales are 
made. Point is to keep in mind that 
in a department store or other large 
store there are always several good 
locations that may be used advan- 
tageously for displaying and selling 
this Christmas lighting. 

Since hardware stores, electrical 
dealers and other retailers occupy 
much smaller quarters, it is usually 
sufficient to set up the Christmas 
lighting department in one location, 
in addition to a window display. 
Preferably that location should be 
toward the back of the store where 
its sparkle would attract attention 
ind yet lead customers past displays 
f other Christmas goods. 

Obviously every retailer will do 
more business with this line if he 
also puts up lights, illuminated 
wreaths and candles around his 
store, and keeps them lighted, not 


# 
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only for attractive decoration, but 
also to continually remind his cus- 
tomers of Christmas lighting. Fur- 
thermore, each unit so displayed 
should carry an attractive sign with 
an appropriate sales message. 

Displays are absolutely essential. 
The set manufacturers provide col- 
orful display material, and at least 
one of them is offering for loan to 
large retailers an attractively deco- 
rated and illuminated display-sales- 
center that is of such size that it 
practically constitutes a complete 
Christmas lighting department 

A display is not complete unless 
the lights are turned on. When off, 
the decorations are dull in compari- 
son to the live, colorful effect gained 
by illuminated Lighted 
bulbs, as part of the display, pro- 
vide your retailers with a powerful 
attracting force that really stops the 
shoppers, and when they stop, they 


lamps. 


Attractive display 
makes sales of elec- 
trically lighted can- 
dles, strings of lights, 
replacement lights. 
(Royal photo) 





are that much closer to the buying 
stage. 

In addition to the large amount 
of display material available, the 
manufacturers provide also full-color 
mailing pieces and envelope stuffers 
for wholesalers and retailers to use 
in promoting sales. 

Further sales stimulants are pro- 
vided through advertising and pub- 
licity sponsored by the set manufac- 
turers, lamp manufacturers, utilities 
and local electric leagues or as- 
sociations, all designed to create 
greater public attention and interest 
in Christmas lighting. 

To capitalize most effectively on 
those aids to selling, it is the re- 
sponsibility of the individual whole- 
saler’s salesman to teach his retailers 
how to do the displaying and selling. 
On this, the wholesaler’s salesman 
must go into action as soon as the 
retailer has the necessary stock. 
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N editor’s mail bag contains perhaps a greater 
assortment of unrelated reading matter thai 
that of any other business executive. 

Fortunately an editor generally is looked upon 
as someone moving and acting alwavs within a 
citadel built of that not easily defined, but very 
potent something, called “ethics” and the rejection 
of all sorts of matter, not considered worthy or 
suitable is his rightful prerogative—which accounts 
for the fact that extra large waste baskets generall) 
are found to be inseparable companions of an edi 
tors desk. 

There have been many occasions when our mail 
bag brought pictures on subjects that seemed to 
hover on the outer fringe of direct interest for our 
readers and yet they involved an angle of news, 
quality or novelty that made it simply impossible 
for us to feed them into the maw of the waste 





basket. 

\ group of such pictures is presented here. We 
hope that our readers will like them. To tell us 
what you think would lend interesting variety to 











the contents of future mail bags. : 
THE EDITOR ; 
Thousands of World War field pieces are being readied for 
service. Preservative greases protect the bore, here a DeVilbiss No Man from Mars, rather a G.E. Pioneer Product that rated ‘ 
spray-painting outfit applies a covering coat to guard against a big order. This electrically heated flying suit, developed after 
outside corrosion. Defense builds sales of the right tool for long research, is pounds lighter than sheepskin lined garments, ; 
the job. keeps the aviator comfortable through a 130 degree rance of ; 


temperatures. 









Salesmen like prizes that can be used in the home. Belnap and 
Thompson furnished a home with prize selections in a recent 
Chrysler-Plymouth campaign, salesman Karl Krause and his 
family voted it “Pretty swell’. 











Not so far from cash-on-the-line sales as it might seem, was 
the summer's vigil of P. C. Edwards, G.E. engineer and his 
wife. (Below) They kept pictorial and descriptive record of 
some 20 lightning strokes that hit the Empire State Building to 
obtain data for protection of power lines. (Left) Lightning 
strikes the world’s largest building. 





Wire insulation gets the stretch test in the UL red trailer. Underwriters Laboratories’ “red trucks” bow to the UL red 
Field engineers make these “on-the-spot” tests, buy samples trailer. These new mobile testing stations are now on the 
in the open market for home office checkup. road, do their part to maintain UL standards. 


Vaggie, the dummy with the long electric underwear, spent 
a winter on the roof of G.E.’s Bridgeport factory, maintained 
normal human body temperature with an electric blanket. 
Tests supplied data that will help build blanket sales. 


It’s the way good 
light is handled 
that makes sales. 
Here 100 watt flu- 
orescents conform 
with spacing of 
machinery, provide 
average illumina- 
tion of 20 foot 
candles at working 
surface. (Hygrade 
Photo) 

















lt Pays To Cooperate 


With Local Laspectors 


Joining the local inspector’s group, attending all their meet- 


ings and following up inspectors’ national activities, are 


investments that pay valuable dividends—often unexpectedly 


By A. J. McGivern* 


LOSE cooperation with the local 

electrical inspectors organiza- 

tion is not merely desirable, but 
from it every wholesaler and sales 
man can reap many benefits that 
are not obtainable through any 
other group. 

That is the reason why about 
five years ago all the members of 
The Chicago Electrical Wholesal- 
ers Association became associate 
members of the Illinois Chapter of 
the International 
Electrical 


Association of 
these 
memberships have been maintained 
right up to the present time. 

We had realized before we joined, 


Inspectors and 


and it has become increasingly ap- 
parent since, that the inspectors and 


underwriters actually determine 


*Mr. McGivern is Managing Director 
of The Chicago Electrical Wholesaler’s 
Association. 
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niuch regarding what the whole- 
saler may or may not sell, and 
therefore the wholesaler must be 
vitally concerned with their deci- 
sions on various items and methods. 
3y having a voice, through at- 
tendance at meetings, we find we 
can lend our influence to the main- 
tenance and improvement of high 
standards, which all wholesalers de- 
sire. Because of our activities with 
the inspectors groups, and through 
them the underwriters, we receive 
advance notice of changes in ma- 
terials and, of course, “forewarned 
being forearmed’’, we have the op- 
portunity to dispose of material be- 
fore a loss is incurred because of 
unexpected obsolescence. 

I will cite one very important in- 
stance where our group was instru- 
mental in the enactment of beneficial 
legislation for wholesalers and all 
concerned. 

Up to about three vears ago, there 
were in general use a certain type of 
entrance switches that were not en- 
tirely safe in that live parts were 
exposed to dangerous contact when 
Concen- 
trated efforts on our part helped 


fuses needed replacing. 
bring about the ruling requiring 
“dead service 
switches up to and including 100 
amperes. 


fronts” for all 


A minimum of 60 am- 
peres, 3 pole is now required for 
all residences. 

Naturally the public has bene- 
fited much from the point of view 
of safety and the 60 ampere rule 


insures sufficient capacity to operate 
all household appliances and light- 
ing efficiently. It also has been an 
advantage to the wholesaler for he 
now sells a safer product, gets a 
higher unit of sale and has reduced 
or eliminated possible kickbacks. 

\t present we are cooperating 
with the inspectors in an effort to 
improve local specifications regard- 
ing fluorescent fixtures, so as to 
insure the highest degree of satis- 
factory performance and safety for 
the user—both highly important to 
the wholesaler. 

In conclusion, let me emphasize 
again that we of C.E.W.A. have 
found our contacts with our local 
beneficial and I 
highly recommend it to all others 
in our field. Any electrical whole- 
saler is entitled to become a member 


inspectors very 


of the International Association of 
Electrical Inspectors, and his $4.00 
yearly dues entitle him to attend 
all local and sectional meetings of 
this organization. 

There he will find himself wel- 
comed and encouraged to express 
his opinions and views. Also, he 
will receive various reports on all 
changes in wiring rules, lists of 
approved fittings and similar im- 
portant data. Wholesalers should 
and can have a voice in determin- 
ing what they are, and are not to 
be permitted to sell, and the an- 
swer to this lies in cooperation with 
the local inspector and with the 
ispector s association. 
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uth FUTURLITER 


Trade Mark yay 


for“ ‘Eye- to-the-Future’ Fluorescent Lighting 


GUTH FUTURLITER (Surface Troffer, with or without Egg Crate L 
Louvres) is the greatest high flier in Fluorescent history! It is high 

in light output, high in quality, super streamlined! Tops in beauty! 
Sales on FUTURLITER are soaring! 


This amazing Fixture brings tomorrow's lighting today! Designed 
with an Eye-to-the-Future, it anticipates increased Foot-Candles 
for later needs. Wholesalers are sailing right along—on the huge 
sales of FUTURLITER! 


You may have a reproduction of this photograph, size 8%'’ by 101%'’ suitable for 
framing, absolutely Free! Write Today! 


THE EDWIN F. GUTH CO. 
2615 Washington Ave. \ 
St. Louis, Mo. 


"Leaders in Lighting 
Since 1902” 

















































ventures of Hard Luck Sam 


Little Man Who Was There 


By Coit A. (Duke) Smith 























Dear Phil: 

I was sitting at my desk one 
morning a month ago, when IT 
walked in. “Too late to classify,” | 
muttered, rubbing my eyes. It was 
four feet nine, 15 inches wide at 
the hips. It couldn't be Skinny 
Ennis because it had blood—I could 
see it with the sun shining through. 

Marie, the operator, saw it and 
said: “I'll watch it, Sam, while you 
get the Flit.”. Then it spoke, so 


she knew it was a man. “Hello, 
Wrong Number,” he squeaked, 


“Where's Grady ?” Marie swallowed 
her gum. Grady is only our presi- 
dent, and if he heard this laboratory 
specimen call him Grady he would 
push him in the floor like a thumb- 
tack. Grady was out of town. 
“QO. K., PBX,” he twittered, “I'll 
see Parker (our sales manager) | 
just quit Consolidated and I’m 
gonna work here.” 

You guessed it, Wise Guy. In 
about an hour he comes out of the 
Old Man’s office and asks Marie 
which desk will be his. Then he 
noticed me. “H’y’a, Forty Off. 
why ain't you pounding your beat? 
Hattan’s my name—Half-Pint Hat- 
tan.”” After he mitted me I looked 
to see 1f any scales came off on my 
hand. I welcomed him, meaning in 
my heart I hoped Consolidated 
would coax him back. 

I:very time Marie saw him after 
he went to work, she would talk 
bass in her transmitter: ‘Calling 
all cars! Pick up midget screw- 
ball at Grady Supply Co. Caution! 
He is dangerous. That is all.” | 
ducked him all I could and when 
he showed no sign of muscling I be- 
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"Duke" Smith, creator of Hard Luck 
Sam, and well known to many whole- 
salers throughout the country, died 
July 17 after a short illness. The 
Hard Luck Sam episode published 
here is one of several manuscripts 
previously completed by Mr. Smith. 
His obituary is published elsewhere 
in this issue. 











gan to breathe easier. Har! Har! 
Safe in my fancied security! I was 
working on the Whittaker Station- 
ery Co., for new fluorescent lighting 
and material for increased service. 
| had worked hard planning and 
figuring with Matt Whittaker, the 
owner. At last it was ripe, but 
when I called to crowd him onto the 
dotted line, he was out. As I went 
back to wait in his private office, I 
ran into an odor which could only 
mean one of two things. I knew 
there were no polecats around and 
feared the worst. Sure enough, it 
was Half-Pint Hattan, with his 
hoofs on Matt’s desk. 

“Well!” he zizzed, “if it ain’t old 
Sammy! Whadda ya want?” “An 
order,” I barked, “‘if it’s any of your 
biz.” “Dll give you the order,” he 
snarled, “This place is my bowl of 
soup, so take a powder, before I get 
a step-ladder and pop you one in the 
kisser!’ “You don’t need a ladder,” 
| howled, “I would lay down and let 
you stomp me, only I’m ticklish.” 

He went Blitzkrieg on me. “I 
don't want Matt’s floor bloody!” he 
screamed, “Come out in the alley!” 
I followed. ‘Listen, you big, deep- 
chested brute,” I said, “if you make 


a pass at me I'll salt and swallow 
you!” At that he flew up in my face 
like a grasshopper ; I had a hell of a 
time breaking his hold on my eye- 
brows. I shook him like a rat. Right 
away he yelled murder and police. | 
visioned a jury throwing me the 
book when they saw his size, so | 
dropped him in a puddle and in five 
minutes I was in the Old Man’s 
office. 

“What's this Malarkey of Hat- 
tan’s that the Whittaker account is 
his?” TI bellowed. “I’m sorry, Sam,” 
he said, “but he’s right.” He handed 
me a lamp contract and the room 
went round. Whittaker Stationery 
Co., and the salesman was Hattan! 
The dirty pickpocket had Matt’s 
contract with Consolidated and Matt 
had given him the new one and he 
had kept it dark and let me do the 
figuring on the other stuff till he was 
ready to swoop! 

“Now, Sam,” cooed the Old Man, 
“Just one of those things. You're 
doing all right—you got the dress 
shop fixtures, didn’t you? And the 
company is going great, Sam, we'll 
all split plenty lettuce soon.” He 
led to the side window. “Look, 
Sam, a new two-ton truck, and take 
a gander at all the outgoing stuff on 
the platform. Ain't it a beautiful 
sight?” “Yeah,” I said bitterly, “but 
I know a sight more beautiful.” 
“What, Sam?” he asked, off his 
cuard. I let him have it. “A boat- 
load of sales managers, sinking!” 
[ said, and wiped my muddy feet all 
over his Oriental rug. 

The big back-slapper ! 

Yours for cheaper poison, 


Sam 
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dur Cover This Month | 


Somehow or other we have always | 
found it difficult to obtain pictures | 
suitable for illustrations in connection | 
with articles on the subject of Christ- | 
mas selling of tree and decorative | 
lighting. | 

The manufacturers of those products | 
seldom could respond to requests while 
photographs obtained from wholesalers | 
x dealers generally were unsuitable | 
yr not good enough for reproduction. | 

We are indebted to the Royal Elec- | 
tric Co., Inc. of Pawtucket, R. I. for | 
the picture on the cover. It was se- 
lected because it shows clearly types | 
ff items that should account for a con- | 
siderable volume of sales each Christ- | 
mas season. 


Herman Nelson 
Buys Autovent 


MOLINE, ILL.—The Herman Nel 

son Corp., of this city, announces that, 
as of July 1, it purchased the entire 
assets and business of the Autovent 
Fan and Blower Co., Chicago. Oper- 
ations will continue under the name— | 
Autovent Fan and Blower Division 
f The Herman Nelson Corp. 


WESCO Sales Promotion| 
Managers Meet | 


EAST PITTSBURGH-—Sales pro- 
motion managers of the Westinghouse | 
Electric Supply Company met here | 
recently to discuss problems of mutual | 
interest. It was the first convention 
f its kind ever held by the company 
ind bids fair to become an annual 
event. 





(ne on the Editors 


Nothing is quite so accusing as an | 
rror which gets itself into cold type. 
ast month, in the final preparation 
ir press, such an error occurred. 
oth E. V. Platt, vice president of the 
‘aragon Electric Co., and C. J. 
Vhite, president of the Tork Clock 
‘company, contributed material on 
elling time switches for plant pro- 
ection. Unfortunately the by-lines 
vere switched, and material contrib- 
ited by Mr. White appeared under 
Mr. Platt’s by-line, while Mr. Platt’s 
irticle was credited to Mr. White. 





Sorry! 
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RUBBER COVERED POWER CABLES e BUILDING WIRE 
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Gives an all-insulated wiring 
system that is most suitable 
where a low resistance water- 
pipe ground is not available. 
Low in cost. Easy and quick to 


install. 
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CRESFLEX NON-METALLIC SHEATHED CABLE e SERVICE ENTRANCE CABLE @ MAGNET WIRE 


CRESCENT INSULATED WIRE & CABLE CO. 4 
5 
|Z 

CRESCENT | 

x 

” 

if —) 
: WIRE and CABLE  ;: 
a ‘Factory: TRENTON, N. J.—Stocks in Principal Cities f- 
JOBBER CO-OPERATION—A PERMANENT POLICY - 


CRESCENT ENDURITE SUPER - AGING INSULATION 
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COOPERATE WITH 
THE 
DEFENSE PROGRAM 


Substitute P & § 


New Process Plates 


for Brass Plates 








Brown-X 


good looking—with 
all the sturdiness of 
brass plates 


A COMPLETE LINE 


Catalog on Request 





Pass & Seymour, Inc. 


SYRACUSE, N.Y. 
































OVER THIRTY-FIVE YEARS John 
C. Boesch has been on the job selling 
heavy equipment for Westinghouse E. 
& M. Co. Formerly in Charlotte, 
N. C., he now headquarters in Miami. 





J. A. Underwood to 
Head Manning-Bowman 


MERIDEN, CONN.—John A. Un- 


derwood will be president and man- | 


aging head of Manning, Bowman and 
Co. following acquisition of the busi- 


|ness by a newly formed subsidiary | 
|of the Bersted Mfg. Co., of Fostoria, | 
Ohio. He succeeds H. B. O’Brien, | 


and comes to his post with a broad | 


|executive background most recently 
management executive at Mont- 
gomery Ward and Co., before that as 
managing head of the Great Western 
Stove Co. and Great Western Appli- 
ance Co. 

It is stated that the subsidiary cor- 
poration will retain the name of Man- 


}as 


ining, Bowman and Co., will continue 


manufacturing and trade policies as 


| in the past. 


Thanks 


This publication owes thanks to sev- 
eral manufacturers of photoelectric 
control equipment who cooperated with 


|us by supplying pictures to illustrate 


|the article “Sell the ‘Electric Eye’ for 
Plant Protection,” as published on 
page 38 and 39 of our July issue. 
For pictures of the huge press 
which is electronically safeguarded, 
for picture of one of its projectors 
and of the receiver illustrated, we are 
indebted to Photoswitch, Inc., of Cam- 
bridge. Through the Photobell Corp., 
New York we were able to show the 
view of a room, “guarded” by the 
electric eye. The twin units which will 
register white light 150 ft. and infra 
red 100 ft. are single beam, weather- 









proof Detect-O-Rays. 


Paragon 


MAKES 
ALL TYPES 
















300 Series 
























G Series 


700 Series 
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Cass in on the fast growing demand 
for Paragon Time Switches. Offer a 
precision-built, durable unit for every 
need. Make a generous margin at 
Paragon's popular prices. 

300 Series—lIdeal for signs and gen- 
eral time switch applications. Just two 
exposed gears; all others operate in a 
sealed oil filled chamber. Only $13.00 
list. 

G Series—Heavy duty, Synchronous. 
Designed for extra long, hard service. 40 
to 150 Amperes—single, double or three 
pole—one, two or three circuits. Indoor 
or outdoor models, with or without Sun- 
day and holiday cutouts. 


700 Series—Equipped with 7-day self 
starting synchronous clock movement and 
7-day program dial with each day in- 
dependently adjustable. 


Numerous other types available. Send 
for a complete catalogue. 


PARAGON ELECTRIC CoO. 
403 S. Dearborn Street, Chicago, III. 


BUILDERS OF 
CONTROL INSTRUMENTS 


SINCE 1905 
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WARM SMILE and a moment's re- 
laxation for busy Harry Roseth, head 
man of Co-Op Electrical Supply, Chi- 
cago. Mr. Roseth tells us that husi- 
ness is moving along well in that 
territory. 





Photobell Moves 


NEW YORK, N. Y.—Increasing 
business forced the Photobell Corp., 
manufacturers of photo electric equip- 
ment, to move to larger quarters at 
116 Nassau St. The company was 
formerly located at 123 Liberty, this 
city. 


Ansonia Ups Pay 


ANSONIA, CONN.—Sharing bene- 
fits of increased business with its em- 
ployees, Ansonia Electrical Co., this 
city, has increased all wages by five 
cents an hour, also is granting employ- 
ees a week’s vacation, with pay. 


Opens Branch 


A branch store, to be known as the 
Warren Electrical Supply Co. has 
been opened by Morristown, (N. J.) 
Electric Supply Company. It will be 
located at Main and Mercer Streets, 
Phillipsburg, N. J. In charge will be 


Wm. Staples, as general manager, and | 


Newton Leidy, as manager of sales. 


To travel the Eastern territory for 
Revere Electric Manufacturing Co., is 
Ray H. Zeller. He was formerly affili- 
ated with the New Jersey Power and 
Light Co. 


At Century Electric Co., St. Louis, 
J. L. Woodress has been named di- 
rector of sales. Earl S. Moore has 
advanced from export manager to gen- 


eral sales manager, and C. E. White | 


moves from regional sales manager to 
export manager. 


Named advertising and sales pro- 
motion manager for Federal Electric 
Co., Chicago, is C. B. Hosking. 
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orking together 


for Defense! 


Teamwork all along the line is vitally essential in 
this time of national emergency. Whether the job 
is one of keeping open the lines of traffic and 
} communication, or of keeping an endless flow of 
equipment and materials streaming from produc- 
tion lines —the task calls for the best efforts and 
cooperation of all. 


Roebling believes that it can best do its part, despite 
the unremitting pressure of emergency demands, by 
unceasingly maintaining the high standard of qual- 
ity for which Roebling Electrical Wires and Cables 
are noted—a standard of quality that is an assurance 
of safety and all-around dependable service. 


ROEBLING 


ELECTRICAL 
WIRES «no CABLES 


JOHN A. ROEBLING’S SONS COMPANY  wewtieeses 


| Branches in Principal Cities Export Division: 19 Rector St., New York, N.Y.,U.S.A. Cable Address: “Roebling’s”, New York 
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* MODERN 
* HIGH QUALITY 


x WIDELY USED 
It Pays to Stock 























Contractors and Architects use Illinois 
Porcelain extensively because they find 
it pays to use these modern, well-fin- 
ished, good-appearing products that 
are exact as to dimensions, that are 
easy to install, and that are made for 
permanence. 

An iron-clad Wholesalers’ policy pro- 
tects you. Keep a large stock of IIli- 
nois Porcelain and build your Knob, 
Tube, and Cleat 
sales. Each carries 
the Underwriters’ 
Laboratories label. 





CLEATS 
Standard one, two, 
and three wire types. 





STANDARD TUBES 


In sizes ¥, to 48 in- 
ches long, 5/16 to 3 





inch diameter in fol- KNOBS 
lowing = types; un- 

glazed, glazed, split, Cement coated — nail 
floor, split floor, head- — genuine leather 
less, curved end, washer — code stand- 
crossover split, and ard. They don’t chip 
crossover. Jiameters when driven in and 


they do stay in place 
and have a firm grip. 


all uniform both in- 
side and outside. 


ILLINOIS 


ELECTRIC PORCELAIN CO. 
Macomb IMinois 


ILLINOIS 


FOR TOP QUALITY 


AND €xact DIMENSIONS 
o 











| the 
| Place. 


Parco Moves 


NEW YORK, N. Y.—Greatly i 
creased sales and anticipation . more 
ahead caused Parco Lighting Equip- 
ment Co., this city, to purchase a six- 
story building at 688 Broadway. 
Already occupying a large portion 
of the building themselves, Parco has 
more than doubled the capacity of 
former location at 12 Waverly | 
Under the leadership of L. H. 
Cohn, one of the lighting 
pioneers. 


Blair Heads 
Telechron Sales 


David Blair, formerly field manage 
for the Warren Telechron Co., has 
been promoted to sales manager. H. E. 


Blackburn has been promoted from 
Cleveland district manager to head 
quarters at Ashland, Mass., as assist 


ant sales manager. R. T. Woodward 
takes over the Cleveland territory, be 
ing moved from Philadelphia. R. J. 
suckley, previously in the home sales 
department, is now district manager in 


Philadelphia. 


New Reliance Agent 


NEW YORK, N. Y.—P. M. Drey- 
fuss Distributing Corp., 16 E. 18th 
St., manufacturers’ agent of this city, 


is now covering the metropolitan area 
for Reliance Devices Co., makers of 
swivel type sockets. 





\ 


SALESMAN TO LT. COLONEL. 
The electrical industry in Michigan 
won't be seeing J. H. Nussdorfer of 
Michigan Brass © Electric, Lansing 
wholesale house, for awhile as he is 
now a Lt. Colonel in the 119th Field 
Artillery, stationed at Camp Leonard 
Wood, Missouri. Colonel Nussdorfer 
has with that wholesale firm 
since active in National Guard 
work 1915. 


been 
1919, 


since 


industry’s | 












The MOST COMPLETE 


LINE OF 


Jee 


| ALL good types 

| —any size. 
With a hinged 

clamp for the main, 


the Penn-Union 
Type HFM (at 
right, and below) 


is easy to apply. 




















Split sleeve contact % 
unit gives permanent grip 
on branch. 


Made for single or mul- 
tiple branch connections. ps: 
ALSO CABLE TAPS—a 


and 


one or 


line of 90° 
for 


complete 
Parallel taps, 
more branches, 
























COMPACT and POSI- 
TIVE. The Penn-Union Type 
SM gives equal tightening on 
the run and tap.  Self-lock- | 
ing, 


dependable. 


CLAMP TYPE TEES 
for all sizes of tubing ; 
and cable—a full line. Si 
Machined contact sur- 
faces. 





MANY MORE TYPES— 
for all combinations. For 
connecting flat bar, run 
or tap, to tubing or cable. 


Also ‘general utility’’ tees 

that take a wide range 

of conductor sizes. You 

will find that the Penn- 

Union line has exactly 

what you need. E 
FOR ANY CONDUCTOR @ 
FITTING—tTerminals, Serv- 
ice Connectors, Studs, Two- 3 
Ways, Ground Clamps—see 


the THOUSANDS in 
Penn-Union Catalog. 

Preferred by the largest users, 
who have found that Penn-Union 
on a fitting is the best guarantee 
of Dependability. 


Sold by Leading Jobbers 
Write for Catalog 


PENN-UNION 
ELECTRIC CORPORATION 


ERIE, PA, 


the § 





Conductor Fittings 
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Globe Opens Display 


NEW YORK, N. Y.—In order to 
help wholesalers and their customers 
in selecting lighting equipment, Globe 
Lighting Fixture Mfg. Co. has opened 
a large and completely equipped dis- 
play at 16 East 40th St., this city. 
Formal opening of the extensive dis- 
play was on the evening of July 24th. 

Some 5,000 square feet of floor 
space are devoted entirely to the dis- 
play of commercial, industrial and res- 
idential lighting. All fixtures are seg- 
regated as to application in their re- 
spective rooms. Also the many rooms 
are entirely wired so that every fix- 
ture can be illuminated. 


OBITUARIES 


G. E. Cullinan 


G. E. Cullinan, retired senior vice 
president of the Graybar Electric Com 
pany, and one of the outstanding fig- 
ures of the electrical wholesaling indus 
try, died July 25 in a hospital at Yonk 
ers, New York. Mr. Cullinan had been 
ill for many months and retired from 
Graybar on December 31, 1940. 

He was born on a farm near Geneseo, 
New York, August 5, 1878. As a youth 
he planned to become a teacher, studied 
at a Normal School. Then he changed 
his earlier plan and attended Williams 
College where he established a consider 
able record in football, baseball and 
track. Upon graduation in 1901, Mr. 
Cullinan went to New York and joined 
Western Electric. Six years later he 
was transferred to St. Louis as assist- 
ant manager and in 1909 advanced to 
manager. In 1919 he moved to Chicago 
as manager of the Central District. 

On January 1, 1923, Mr. Cullinan 
was transferred to headquarters in New 
York as general sales manager and 
three years later was elected vice presi 
dent in charge of sales for Graybar. In 
1940 he was named senior vice president. 

Active in the affairs of the National 
Electrical Wholesalers Association, he 
was chairman of the executive com- 
mittee for four years. He was also on 
the executive committee of the old Na- 
tional Electric Light Association. In 
1930 he received the Wholesaler’s Medal 
* the James H. McGraw Award for 
is efforts in the field of electrical dis- 
tribution 


1 


John W. Savage 


For more than 20 years closely as- 
sociated with the General Electric Com- 
pany’s distribution and commercial re- 
search divisions, and at the time of his 
death assistant to the president, John 
W. Savage died July 9 of complications 
following a recent operation. He was 
49 years old. 

He had been connected with the 
Wason Manufacturing Co. and Harvey 
Hubbell, Inc. before he came to General 


Electric in 1921 with the transfer of 


wiring device manufacture from Sche- 
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F. W. DODGE CORP., CHICAGO, ILL. 
Installation by CURTIS 
LIGHTING INC. CHICAGO 


- ae 
7 if 
“a 


BUSINESS 
re-lights! 





For Working Comfort and Increased Efficiency 


Yes—America relights—in homes and business. And in defense industries 
where maximum efficiency is required, sight saving fluorescent lighting 
is rapidly becoming a symbol of right light... the right light to 
minimize the danger of eyestrain .. . to help speed national defense 


orders by reducing errors caused by faulty lighting. 


But an installation is only as good as its ballasts. That's why 
you should look for these seals: @) to be sure that the ballast has 
been tested and approved for safety: ey to know that it has been 
laboratory tested for heat tolerances, Watt input control, hum, 
and wave shape tolerances; for assurance of dependability and 
quality. Write for bulletin FBB-0430, giving full details of the entire 


Chicago Transformer line. 








nectady to Bridgeport. Mr. Savage | 
various posts of responsibility with he 
company ; in 1939 was appointed assist 
to Charles E. Wilson when the latter 
was executive vice president of the « 
pany retaining this post when Mr. V 
son became president in 1940. 


Coit A. Smith 


Coit A. “Duke” Smith, known throu 
out the electrical wholesaling industry as 
a photographer, writer, and creator 





| that perpetually unfortunate wholesale:’s 
Benjamin HeavyDuty Benjamin Industri | “Lr. a a ” . : 
Weatherproof Howler al Buzzers for fac- salesman, Hard Luc k Sam,” died J , | 
provides an excep- tories, offices or | 17 in the U. S. Veterans Hospit 
tional sound volume mines have a dis- | Excelsior Springs, Mo. “Duke,” as 
with a distinctive tinctive tone easily | was called by his hundreds of friends in 





tone easily audible 
in any din 


audiblewhen noise 
is NOt excessive 





both wholesaling and manufacturing 
fields, had been in the hospital two weeks 
before succumbing to a series of heart 
attacks. 

A veteran of the World War during 
which he was cited for bravery, M 
Smith joined the staff of WHOLESALER’s 
SALESMAN in the early 20’s. Prior to his 
affiliation with the paper, he had been 
in the wholesaling business. It was in 
his work as traveling reporter that he 
created the character, “Hard Luck Sam,” 


Benjamin Bells and 
Chimes can be adjust- 
ed to provide soft, 
medium or loud 
tones for any spe 
cific industrial or 
commercial loca 
t1o0n 


Benjamin Industria! 
Sirensare widely used 
as fire, burglar and 
warning alarm, 
trouble indicator 
and hours of work 
signal. 





Widespread use of Benjamin Signals, Horns, Bells and Buzzers in Industry | whose amusing adventures have brought D 
and Commerce is due to: : the: : 
: ' a much enjoyment to all his followers. M 
= mee Mf signal — 3. Long lived durability. | During the past nine years, “Duke” F 
+ Simple construction that per- | tiwed 3 ~ : ¢ a<« City share 
mits quick installation. 4. Design for easy servicing. lived in St. Louis and Kansas City, whe re 5 
Send Now for Benjamin's FREE Signal Manual that shows why It Pays To ans worked tor wholesalers and manufac 0! 
Feature Benjamin Signals! Benjamin Electric Mfg. Co., Dept. GG, Des turers’ agents. Through the years he 
Plaines, Illinois. | continued to write articles, one of which C 
appears in this issue. Y 





aw EN mA) INDUSTRIAL Mr. Smith was buried at National Ce 
SIGNAL EQUIPMENT Cemetery, Jefferson Barracks, St. Louis. st 


Distributed Exclusively Through Electrical Wholesalers og 








F 
“A long established and highly - 
organized manufacturer’s Sales 
Representative in Pittsburgh, 1 


Pennsylvania can efficiently sell 
one or two additional lines of 
high quality electrical material I 
of national acceptance pro- I 
duced by a manufacturer who I 
sells exclusively through the V 
wholesaler. Strictest investiga- 





tion is invited as to knowledge 


of the Industry, established ] 


SWIVEL U-BOLT CONNECTOR distribution, and financial re- : 


sponsibility. 


No Removable Parts | Box No. 81 


{ 





c/o Wholesaler’s Salesman 
330 West 42nd Street 
New York, N. Y. 











That's what TRICO Jobbers § every- 
where tell us. Catalog Nos. 14 to 40 








ATTENTION 


| 
| 
TRICO Powder-Packed renewal ele- | 


CLAMP and LOCK your CONNECTIONS. 





ments are not interchangeable with This U-Bolt Connector is designed to do just | 
“ ordinary “ bare link types. There- thet. : 9 MANUFACTURERS 
' fore, YOU get all the repeat business —— J | DELIVERY FROM STOCK . 
build for the future — eliminate all ; B- Ss Benes Re 
~~ cut can obtain re- 
| competition. For complete description—Write for sults on o line of high quality electrical 
| TRICO QUALITY assures you of satisfied BULLETIN 10-A edie cals Coindee Reet a 
sushanieen nanan THRU | aw exclusively through the whole- 
| THE haha epee ~ " policy builds a : a ay re eT ae 
| non-competitive, profitable business for on an ae ‘eee ‘blish a dis ; 
| you year after year. KRUEGER 4@'ea" - RE OR 
H Get complete details from your TRICO ond We cover Connecticut, Rhode Island, and 
| Representative or write HUDEPOHL Southern and Western Massachusetts. 
TRICO FUSE MFG. CO., Milwaukee, Wis. 908-8 Vieo tk a » Write Confidentially 





Box 82, Wholesaler’s Salesman 
330 West 42nd Street, New York City 





CINCINNATI, oy 
OHIO 
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TRICO” = -FUSES- 


STOP WASTED KILOWATTS AND WASTEFUL SHUTDOWNS 
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RADIO PARTS DEPARTMENT of 
Stubbs Electric Co., Portland, Ore., 
keeps manager and buyer Earl Grulke 
(left), Elmer (Doc) Savage and Frank 
Killian busy, while Bob Polzin (not 
shown) sells outside. 


MORE FACTS | 


ON PRODUCTS 





Door Chimes—The Carlton Corp., 
Manchester, Conn., recently issued 
Form C-10 containing illustrations, de 
scriptions and prices of their new line 
of door chimes. 


Connectors—Dossert and Co., New 
York, N. Y., has issued Catalog 43 
containing 36 pages of complete de- 
scriptions and illustrations of its line 


of solderless connectors. 


Fluorescent Fixtures—A 20 page cata- 
log No. 36, published by Samuel 
Frost, New York, N. Y., illustrates 
and describes Fluorescent Frostolite 
Lighting Fixtures and brackets. 


Fluorescent Fixtures—DayBrite Light- 
ing, Inc., St. Louis has issued bulletins 
F-50 and F-51 covering the latest re- 





vised listings on the “Paralume” “Two- 
Forty” and “Super Two-Hundred”. 


Fluorescent Fixtures—-A thirty page 
catalog is published by Overbagh and 
Ayres Mfg. Co., Chicago, which illus- 
trates and gives pertinent data on the 
OAMCO line of industrial and com- 
mercial fluorescent lamp fixtures. 


Fluorescent Luminaires— The ParCo 
Lighting Equipment Company, 12 
Waverly Place, New York, publishes 
Supplement to ParCo Catalog No. 41 
showing additions to the company’s 
line of fluorescent luminaires. 


Lighting Equipment—Two folders on 
tage lighting equipment, apparatus and 
ipplies, each consisting of 4 pages, 
ive been issued by Kliegl Bros., New 
ork. Bulletin No. 44 features perma- 
ent equipment. No. 46 covers port- 
‘le equipment and supplies. 


Jnit Heaters—A 24-page bulletin, 
ade available by Carrier Corp., Syra- 
ise, N. Y. presents detailed rating 
ibles for selection of correct require- 
ients for industrial and commercial 
nit heating. Also included are in- 
tallation photographs, hot water basic 
atings, piping and wiring diagrams, 
vpical building layouts. 
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MORE PROFIT 


AND 


Beers 
WITH B-M CONNECTORS and COUPLINGS 


This popular, simple method saves 25% on material, 25% to 50%, of connecting 


time. 
fussing with nuts to tighten. 


Makes installations quick and easy. 


ON EVERY 
INSTALLATION 


Eliminates complications and ends 


Stronger, neater connections. 











Costs you only $1.25 for the patented 
B-M indenter ('/2"' size handles 80% 
of all installations). Just two squeezes, 
and you have a smooth, neat connec- 
tion. No other tools required. This 
tool can save you many times its cost 
on the first job. 


DISTRIBUTED BY 
The Steelduct. Co. 
Youngstown, Ohio 


Enameled Metals 
Pittsburgh, Pa. 


National Enameling & 
Clifton Conduit Co. _ Mfg. Co. 
Jersey City, N. J. Pittsburgh, Pa. 
Triangle Conduit & 
Genera! Electric Co. 
Bridgeport, Conn. 








| ONLY ONE TOOL NEEDED 


u 


The M. B. Austin Co. 
Chicago, Ill. 


Clayton Mark & Co. 
Evanston, Ill. 


able Co. 
Elmhurst, New York City 














Approved by 
Underwriter’s 
Laboratories 


iH 


STRONG, NEAT CONNECTIONS 


You welcome the speed and ease that 
the B-M system puts in your hands. These 
fittings give you complete, well finished 
work in a hurry (not water-tight). 





BRIEGEL METHOD TOOL CO., Galva, Ill. 





FLOOR BOXES and 
WIRING SPECIALTIES 





NO. 251-R ADJUSTABLE 
GANG FLOOR BOX 











Similar to our No. 130 
round cover box, except 
sides are flat to pro- 
vide for extra conduit 
holes. Furnished with 
No. 208 receptacle and 
cover plate with 2 in. 
flush brass plugs. 


Adjustable 


section. 





FULLMAN MFG. COMPANY 


LATROBE © ° 





SALESMAN 


NO. 252-R TWO GANG BOX 





Floor Box with 
No. 208 receptacle in one 
Cover plates have 
'/."" and 2" flush brass plugs. 


PENNSYLVANIA 














NO. 110 NON- 
ADJUSTABLE WATER 
TIGHT FLOOR BOX 





Cutaway view shows 
how tapered unit re- 
ceptacle fits tapered 
opening in top of box 
body. The latest in 





design, appearance 
and simplicity of in- 
stallation. 
























PYLETS 


... the improved heavy duty 
conduit fittings. Standard and 
Explosion-proof types 
* 


Examine the design of Pylets and you 
will see how they can help you do an 
easier and better wiring job. 


s 
PLUGS AND RECEPTACLES 
VAPORTIGHT FIXTURES 
FLOODLIGHT PROJECTORS 
AIRPORT LIGHTING EQUIPMENT 


Write for bulletins 


THE PYLE-NATIONAL 
COMPANY 


1344 North Kostner Avenue 
CHICAGO, ILLINOIS 












ft SCO 


SOLDERLESS CONNECTORS 


HAVE YOU TRIED 
The New Ilsco Lugs? 








BUILT FOR OVERLOADS! 


The new design—as passed 
by the Underwriters’ Labo- 
ratories May 1, 1940. 
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ILSCO COPPER TUBE 


AND PRODUCTS, inc. 


5629 MADISON ROAD -—-—-— CIN.,O. 
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INDEX 
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Adam Electric Co., Frank 24 


American Automatic Elec. Sales 
oO. 


Appleton Electric Co ; 14 
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Benjamin Elec. Mfg. Co Sack area ae 

Briegel Method Tool Co.......... 53 PORCELAIN BOXES 

Bussmann Manufacturing Company 
Back Cover 


Provide Greater Safety, 
Chase Ghawmut Co veoseeeee WS Release Metals for Defense 
Chicago Transformer Corp........ 51 
Corning Glass Works . 32 Put in a stock of Porcelain Outlet Boxes 
Crescent Ins. Wire & Cable Co.. 47 and supplies for completely insulated 


Porcelain Protected Wiring Systems. Cash 
in on the demands of electrical contractors 
for these better, safer quality wiring 


Cutler-Hammer, Inc. 
Inside Front Cover, 11 


materials. 
D The ever broadening use of Porcelain 
4 : . Outlet Boxes is releasing for defense use 
May-Brite Lighting, Sac 23 scarce and vital metals. Do your part by 
further encouraging the use of these safer, 
E more durable materials. 
Edwards & Co 17 Porcelain Boxes will not rust or corrode, 


will not conduct stray currents, are shock 
proof and short proof, and reduce elec- 
F trical fire hazards. They are recommended 
by the National Electrical Code in loca- 


Fleur-o-lier Mfrs 16 tions where moisture is likely to be 
Fullman Mfg. Co 53 present, and thus you are assured of 
their superior safety under more ideal 
G conditions. 
Stock them, sell them, and increase 
General Electric Co ae your profits while encouraging better wir- 
(Bridgeport) ing practice! 


General Electric Co. (Nela Park) 


Guth Co, Edw. F * | | PORCELAIN PRODUCTS, Inc. 


H FINDLAY, OHIO 


Hazard Ins. Wire Works Div...... 26 
Hygrade Sylvania Corp ep 








' ijrvvv—vvvvvvvvvyv 


Illinois Elec. Porcelain Co...-.... 50 SELL THESE PRODUCTS TO 


Ilsco Copper Tube & Products 


Tae. Perea y UTILITIES, CONTRACTORS 













! 
Jefferson Elec. Co sa AND HEAVY INDUSTRIALS! 
A La 4» 4 4 4 4m 4 fr, 4 te 4. hn, tp, 2. 
Krueger & Hudepohl, Inc ‘ — 
Rusgreen Prod- 
M ucts are Being 
: The Trademark Furnished to 
Miller Co 12 of Quality Prod- Army, Navy. Bu- 
Mitchell Mfg. Co 10 ucts, Designed to reau of Reclama- 
Meet Severe Serv- tion, Federal 
ice Conditions. s Housing, and 
oO i b { other Government 
Okonite Co. seeeces 26 iictetemeiieiem er 















P INVESTIGATE THIS COMPLETE 
Paragon Electric Co 48 RUSGREEN PRODUCT LINE— 
Pass & Seymour, Buc.« ‘ 48 e Endulators—(Potheads) . 
Penn Union Electric Corp. 50 . 

@ Conduit End Bells 

Porcelain Products, Inc 54 
te Maiieas * 54 @ Bus Supports 
ea @ Insulating Compounds 

™ @ Soldering Lugs, all types 

@ Street Lighting Potheads and Cutouts 
Republic Steel Co:p 20, 21 @ Cable Fittings 
RLM Standards Inst , 28 ®@ Cable Splicing Kits 
Poebling’s Sons Co., J. A 49 @ Split-Tinned Copper Cable Sleeves 
Rusgreen Mfg. Co 34 @ Cable Joint Shields 

@ Seconec Connectors for Sector Shape 

> Cables 
Square D Company.. 6 ° Special Street Lighting Fittings 
Steel & Tubes Div 20, 21 @ Special Outdoor Lighting Fixtures 

For over a quarter of a century, Rusgreen has 

T been making standard and special items, built 

Trice Puse Mia. Co oak: ie to the most exacting requirements. Write for 





our latest bulletins. 


w RUSGREEN 
Webster Electric Co. MANUFACTURING COMPANY 


Inside Back Cover 14260 Birwood Ave. Detroit, Mich. 
tn ty te tn te te tn hn i, th hl 
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